34 











& 
2 





Garters peat a oN i 





BOOT ax» SHOE 
RECORDER 


with which is combined The Shoe Retailer 
Copyright by the Boot and Shoe Recorder Publishing Co. 


In This Issue 


, 


Voice of the Trade..................... The Week's Comment, Told in Brief... .. . 
Planning a Fall Promotion................. Publicity for August 15 Opening......... 
The News in Ready-to-Wear............. It's Good News for Shoes............... 
Sale Windows That Stress Style............ Good Displays for Sale Season.......... 
Today's Challenge to Sales Executives....... By Raymond Bill....................... 
Unmasking the Cancellation Shop By John Mekeel....................... 
The Editor's Outlook..................... By Arthur D. Anderson................ 
O.P.I. (Other People's Ideas).............. By Harry R. Terhune................... 
Shoes Are Sold "on the Floor’............ Importance of Floor Coverings.......... 
ee ee re What's Doing in the Shoe World........ 
Volume Buyers at Boston Fair.............. They Placed Orders for Fall............. 


b 


Published by 


BOOT AND SHOE RECORDER PUBLISHING CO. 


239 West 39th Street, New York City 


VOLUME 105 JULY 21, 1934 NUMBER 20 








BOOT AND SHOE RECORDER, July 21, 1934 


CREATORS present the 





Industry's 


)\ 7 » J] (| CULL 
Pattern 


for 


1934-35 





AMERICA 


In the Stacy-Adams organization over sixty years devoted to the making of custom grade shoes 
The above pattern, for men certifies an infinite skill and knowledge in fine shoemaking. Authentic style informa- 
the latest addition to tion from astute observers and merchandisers directs this skill in producing footwear which 
our Canom line ts expresses the most advanced trends. 


not carried in stock. 
The Stacy-Adams line covers both the ultra-smart, sophisticated types, and the conservative- 
comfort types—thereby bracketing the entire market among men who buy the best. 


A constant expansion in the number of merchants carrying Stacy-Adams shoes recommends 
the line to all who serve the higher grade markets. 


May we send you our latest in-stock catalog? 
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STACY-ADAM 


COMPANY is 
BROCKTON, MASS. : 


Custom Grade Shoes for Mer 
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When writing advertisers please mention Boot and Shoe Recorder 
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“T~ price of leadership,” says 
Owen D. Young, “is why 99 
of 100 average business men never 
become leaders. That is their un- 
willingness to pay the price of 
responsibility. By the price of 
responsibility I mean hard, driving, 
continuous work—the courage to 
make decisions, to stand the gaff— 








LEADERSHIP MEANSIALL STAY 
CONTINUOUS WORK ye 


OURAGE 
SCOURGING HONESTY 
PIONEERING becca 
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the scourging honesty of never 
fooling yourself about yourself. 
You travel the road to leadership 
heavily laden. While the nine-to- 
five o’clock worker takes his ease, 
you are ‘toiling upward through 
the night.’ Laboriously you extend 
your mental frontiers. Any new 
effort, the psychologists say, wears 
a new groove in the brain. And 
the grooves that lead to the heights 
are not made between nine and 
five. They are burned in by mid- 
night oil.” 


















* * * 


par Steamboat Springs, Colo., 
we learn that “men are men” in 
this sheep and cattle raising cen- 
ter, but feet are valuable. 

That conclusion is based on a re- 
port of the shoe department of the 
F. M. Light Clothing Co., one of 


the largest shoe outlets in the 














northwestern corner of the state. 
More than 50 per cent of the cow- 
boy boots ‘sold by this firm are 
of the made-to-order variety. 

Here’s how C. W. Light, one of 
the three brother partners in the 
firm, explains it: “Out here where 
we have something of the ‘Old 
West’? as eastern people often 
imagine it, shoes must give real 
comfort. The feet of a cowpuncher 
must be fitted perfectly. A large 
percentage of these men spend the 
greater part of their lives in the 
saddle—and the only way to give 
them a perfect fit is with made-to- 
measure shoes. 








“Because shoes must give long 
service here—a man can’t step into 
a store anywhere along the street 
and buy a new pair—the cowmen 
consider them one of the most im- 
portant investments in an outfit 
and spend accordingly. The aver- 
age price of boots would buy a 
number of pairs of good street 
shoes. The leather must be the 
softest and most comfortable avail- 
able. 

“The interest in appearance, too, 
is rather surprising. Many a cow- 
puncher thinks more about the 
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appearance of his boots than a 
supposedly fastidious business or 
professional man. Boots are a 
point of pride with them.” 

* * * 


HE Commonwealth Shoe and 
Leather Company has started 
up the new wing of its factory in 
Gardiner, Maine, and the opening 




















of it was celebrated by 1200 of the 
shoe trade. R. P. Hazzard, who 
welcomed this gain to Gardiner, 
said that Maine is showing a larger 
gain in shoemaking than any other 
state, excepting Missouri, and he 
predicted that if Maine maintains 
its rate of gain of the past two 
years it will become the leading 
shoe manufacturing state. Paul 
Jones replied for the Common- 
wealth Shoe and Leather Com- 
pany, expressing the gratitude of 
the Company to Mr. Hazzard and 
the Maine shoemaking fraternity 


for their good wishes. 
* * * 


E. TOWNSEND, manager of the 

« Huntington Park (Cal.) Bar- 
nett’s Bootery store, says: 

“Our sales month by month are 
double those of last year and I at- 
tribute this partly to a radio pro- 











gram put on at 7:15 every evening 
with a direct appeal to children. 
The characters are Bobby and 
Betty, who get into various fairy 
tale predicaments but always es- 
cape finally in their magic boots. 
Those magic boots offer good 
chance for the announcer to talk 
shoes in the announcements. We 
also tie in the program with dif- 
ferent Bobby and Betty presents in 
the stores. Children would today 
go without their meals, if neces- 
sary, to listen in on Bobby and 
Betty, and already these characters 
are as real to them as their play- 
mates. Needless to say children 
far and wide know about us and 
come in by the dozen. Where the 
kiddies go, the parents go also. 
However, a program for kiddies 
must be a good one, I think, but 
when it goes over it goes over big. 
Our company operates five stores. 


All are prosperous.” 
* * * 


R. WADDELL, manager of the 

children’s shoe department of 
Lipman, Wolfe & Co., large depart- 
ment store in Portland, Oregon, 
won the coveted loving cup of the 
makers of Young America Shoes at 
St. Louis, Mo., for being the most 
able children’s shoe salesman in 
their line on the Pacific Coast. 
Harold F. Wendel, president of the 
store, made the presentation of the 
beautiful trophy to Mr. Waddell 


personally and complimented him 











on the wonderful record that he 
has achieved in the shoe depart- 
ment—making it outstanding on 
the Coast. During the war, Mr. 
Waddell was the youngest sailor in 
Oregon, being in France with the 
U. S. Navy when only fourteen 


years old. 
* *% * 


HARLES F. BRANNOCK of 
the Brannock Device Com- 
pany, Syracuse, N. Y., writes: 
“Advertising in the Boot AnD 
SHoeE RECORDER receives attention 
from far and wide! You will be 
interested to know that as a result 
of some of our recent ads we have 
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CHISELMANIA 








—Newspaper Heading: “Plumber Kills 
Self With Chisel.” 

—Of course we don't like to lose a good 
plumber, but we don't mind dulling a 
mean chisel. 

—The Japs commit suicide by “hari 
kari” —a delightful process of disem- 


bowelling themselves with a short 
sword. 
—Sh it suicide with a more 





stupid instrument known as the chisel. 
—Chiselmania is easily accomplished by 
selling merchandise at less than cost of 
production. 
—It's an easy death—and seemingly 
quite painless—except to the other 
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President. 





received inquiries regarding the 
Brannock Foot Measuring Device 
from: 

Nippon Seika Kaisha Senju 
Adachi-ku, Tokyo, Japan. 

Zapateria Palacio, Mexico, D. F. 

Casa G. Flegenheimer, Barce- 
lona, Spain. 

The Handsome Shoe Store (Dy 
Cong Bing), Lucena, Tayabas, 
Philippines. 

Sydney, Australia. 

Erfurt, Germany. 

Coventry, Warwickshire, En- 
gland.” 

* * * 

‘| IKE father, like son” should 

be reversed when it comes to 
selling sport shoes, in the opinion 
of W. F. Shriver of Shriver and 
Son, men’s store. He sells the 
fathers through the sons; they lead 
their fathers into his store. The 
result—Shriver has reordered six 
times this season on wing tipped 
buck shoes and other fancy whites. 

Shriver has made an especial ap- 
peal to youths in the “teen” and 
early 20 ages, both in advertising 
and window display of shoes which 
the young regard as “class.” The 
young in this age class are proud 
of their “old man” and are begin- 
ning to be somewhat authoritative 
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in the matter of dress, Shriver 
states. Therefore, he caters to them 
and asks them to bring their fathers 
into his store. Letters go direct to 
the youth of the family. After 
they buy, the store can depend on 
their loyalty and further sales to 
them and the added contact of the 
fathers. 
* * * 
EORGE BUTLER of Butler 
Bros., Portland, Ore., confines 
his sales efforts to radio advertis- 
ing. George says that results se- 
cured over station KFJR were more 
than satisfactory, and that by using 
this means of advertising practi- 
cally exclusively, they have been 
able to check results. They have 
found it advantageous to make 
their broadcast about 8 p.m. on 
Friday nights, and on a certain 
Saturday following some sixteen 
customers came in and asked for 
the party who made the interesting 
broadcast and then made pur- 
chases. The broadcasts are always 
made by George Butler personally, 
instead of giving it to the regular 
station broadcaster. Their weekly 
broadcasts will be resumed early 
in September. 
* * * 
\A= SALSMAN, buyer for 
Silverwood’s, Los Angeles, 
says: 

“You don’t need to advertise 
everything ‘you’ve got in order to 
sell everything you’ve got in a shoe 
department in a men’s store. We 
sell more of every number by put- 
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ting most of the stress on one num- 
ber. This Fall we are playing up 
a heavy, grain leather brogue and 
shooting the works in publicity on 
that number. Nobody will ever 
conclude that you have only one 
number because you stress one 
number, but every sane person will 
realize that a good store has all 
the variety needed. 

e go at it this way, using a 
he-man shoe for the leader, in or- 
der to get men into the store. 
Women do not come to the shoe 
department to buy shoes for the 
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men like they go to the necktie sec- 
tion and other accessory sections to 
buy accessories for men. That 
being the case the same thing to do 
is to make a concentrated bid for 
men in a manner that appeals to 
men. The appeal should be as 
masculine as it can be made. 

“We have worked it this way for 
four years and it always pays and 
we always sell as many of numbers 
not advertised as we possibly could 
by mentioning them specifically in 
our advertisements.” 


* * * 


HE will.of Fred Forest Field of 

Brockton, former president. of 
the Brockton Agricultural Society 
and shoe manufacturer who died 
May 2lst, was allowed in the pro- 
bate court, Plymouth, Mass. The 
estate amounts to $575,000, of 
which $400,000 is personal. All 
is left to members of his immediate 
family. 

Although he was closely iden- 
tified with the development of 
Brockton as a shoe manufacturing 
centre and was president of the 
Field & Flint Shoe Co., Mr. Field 
was even more widely known for 
his hobby, the breeding of high 
grade cattle and horses. His im- 
mense farm, located between Oak 
and Battle streets in Brockton, was 
famous for its Holstein cattle which 
were marketed to all parts of the 
world. His stable at Lexington, 
Ky., houses some of the fastest 
harness horses in the country. 


* * * 


u F IFTEEN minutes of pipe organ 

music in the morning,” says 
Mrs. Ruth Hamilton, publicity man- 
ager of the Gude store, Los Angeles, 
“actually does seem to smooth out 
the day. It is logical to assume that 
a certain number of employees of 
the store come to work each morn- 
ing with ruffled feelings. What 
could possibly be better medicine 
than 15 minutes of soothing pipe 
organ music? It works on the 
customers too, we are told, and I 
think it is true that customers com- 
ing in the first thing in the morning 
are apt to be more hurried and 
harried than those coming in later. 
The beautiful music is good medi- 
cine for them as well as for our 
own people. 
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“Then when evening comes we 
want every one to go home feeling 
good. A long day’s work is apt to 
jangle the nerves a little and a 
good dose of gentle, floating, pipe 
organ melodies just before we go 
home does a lot for all of us. 

“To play records continuously 
during the day would, of course, 
ruin the effect. It would be just like 
taking too much medicine. To play 
jazz or cheap popular music in a 
store like this would be in viola- 
tion of the general atmosphere of 
refinement that Mr. Gude has 
sought to create in the new store.” 

Al Gude himself, while he says 
he neither sings nor plays, is a 
lover of good music and he is en- 
thusiastic about the plan,—doubly 
enthusiastic. 
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ILLIAM T. LIVINGSTON, 

president of R. H. Fyfe and 
Company, is one of the little known 
old timers in the shoe business. 
Every customer coming into the 
store is likely to see an elderly 
gentleman near the door, who ap- 
parently is just greeting customers. 
Mr. Livingston’s hobby is to meet 
customers. He probably knows all 







old customers of the Fyfe store, 
America’s largest shoe store, by 
sight and name. He oversees the 
conduct of the first floor depart- 
ments directly in this manner, and 
knows his customers. Mr. Living- 
ston started with Fyfe in 1872 as 
parcel boy, and has literally risen 
to the head. His motto is the idea 
of R. H. Fyfe, the founder— 
“Friendliness to all—whether rich 
man or beggar.” 
* * * 
B. CASPARI of the Caspari 
+ & Virmond Company of 
Milwaukee, Wis., is celebrating his 
57th anniversary in the shoe busi- 
ness. He has been in his present 
location in the heart of the down- 
town section for 30 years. He has 
been active for years in the Mil- 
waukee and Wisconsin retail shoe 
dealers’ organization and was also 
the founder of several Milwaukee 
business groups. He is known as 
a good merchandiser of quality 


shoes. 
* * * 


ASHION is fashion and feet 

are feet— but here’s a case 
where the twain do meet!” La 
Mode’s in Dallas, Tex., stopped 
many a window shopper with this 
sign which was placed in front of 
a novel display of Summer foot- 
wear for women. The display was 
in the form of an X made of beaver 
board and painted robbin’s egg 
blue. 
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"Believe me! The next dance | go to, I'm wearing shoes." 











ANNOUNCEMENT AD 





FALL SHOE OPENING 
AUGUST I5 
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S HOE merchants and shoe manufacturers alike have 
responded with enthusiasm to the RECORDER’S sugges- 
tion of a Fall Shoe Opening, Aug. 15. It is evident 
that the trade, with few exceptions, sees real possibili- 
ties for increased sales and profits in this plan to 
stimulate early Fall business by exploiting the new 
styles nationally on the same date, with a nation-wide 
promotion to arouse public interest. 

In its very nature, this is a plan which calls for 
co-operative promotion and it is equally evident that 
without the fullest cooperation on the part of the 
shoe merchants of every community, it cannot achieve 
the maximum of hoped-for results. Therefore retailers 
should lose no time in getting together on a plan of 
organization to put Aug. 15 Shoe Opening over locally. 

The best procedure is for the local association, if 
there is one, to call a meeting of all shoe merchants. 
If there is no local association, one or more influential 
merchants of the town should promptly take the initia- 
tive in bringing the merchants together. The meeting 
having been called, the chairman pro tem. should ex- 
plain the plan and a permanent chairman should be 
chosen to direct the campaign. The following addi- 
tional officers and committee chairmen should be 
selected: 


1. Secretary and Treasurer. 
2. Chairman Newspaper Advertising. 

(A man who can help smaller stores plan good ads.) 
3. Chairman Display Arrangements. 

(One who can give suggestions to stores, if wanted.) 
4. Chairman Newspaper Contact. 

(Capable of writing or helping to write editorial 

articles.) 
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5. Chairman Speakers Committee. 
(To arrange for talks to clubs, societies and on radio.) 


6. Direct-mail and Distribation Chairman. 
(Supervise letters of invitation, distribution of ad- 
vertising. ) 
7. Style Show Chairman. 
(Competent person with good helpers.) 
8. Co-operation Chairman. 
(To secure Fall style displays in apparel lines.) 
9. Contest Chairman. 
(If contest, such as letters on “Why I like to choose 
Fall shoes early” is held.) 


Pledges for advertising space should be asked. This 
eliminates the “newspaper space stunt” idea. Also 
gives a lever in securing newspaper cooperation edi- 
torially. A special section or page should be planned, 
possibly issued as a Sunday supplement. 

Display committee should check up on display plans 
of various stores, possibly arranging for an auxiliary 
display by various stores in vacant store windows. A 
prize might be given for the best window, having the 
public vote. Have coupons at the door of each store 
—play up in newspaper. Ask them to say why, as well 
as which window they prefer, giving name and address. 

Newspaper contact committee would help with in- 
formation and with writing of articles of interest. 

The speakers committee will check up dates of club 
meetings, men’s and women’s, and try to arrange for 
speakers on Fall styles, also arrange for radio speakers, 
if radio can be used. Style show committee will plan 
a style show. It can be in a local movie theatre, be- 
tween feature pictures. If there’s any question about 
costumes, a raised platform can be used on the stage, 
with the curtain lowered to conceal all but shoes and 
part of the legs of the models. A speaker should tell 
about each shoe as shown. 


DIRECT mail and distribution committee would pre- 
pare and supervise mailing of invitations to individuals 
to visit their favorite shoe store, and to see all the dis- 
plays. If circulars are used, they would take care of 
distribution. 

Cooperation committee would call on all apparel 
and clothing stores, asking them to feature Fall styles. 

Contest committee would supervise any contest held. 
It should be announced ten days to two weeks ahead 
of Fall Shoe Opening, Aug. 15. 

While one date is featured, it may be that some 
localities will desire to continue the opening the 
balance of the week. 

The prestige and profit that the individual store may 
expect from Fall Shoe Opening, Aug. 15, depend much 
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FALL PROMOTION 
FOR AUGUST 15 


on a carefully planned, well rounded promotion pro- 
gram. 

Here are some ideas which individual stores may 
adapt or adopt to feature women’s new Fall shoe styles. 
Ideas for men’s and children’s shoes will appear in 
early issues. 

The promotion program should be built up around 
new Fall style themes, developed from a charting of 
your own merchandising program for Fall. 


One angle is PATTERNS. 


IN the National Style Report (Boot anp SuHoe Re- 
CORDER, April 21), and the article “Enter the Neo- 
Classic,” (May 5), is given the theme for this promo- 
tion angle. To summarize: “Designers are giving new 
interpretations of CLASSIC THEMES. The monk 
shoe, the monk and Scotch sandals, the man-tailored 
and colonial tongue effects, gored and laced shoes 
taken from old Spanish and Venetian types, as well as 
a host of native shoes from the Tyrol, the Balearic 
Islands, Scotland, England and the American Indian, 
all serve as old classics from which shells are de- 
veloped New Classics of the contemporary movement.” 

In the sources of inspiration of your various Fall 
shoe designs is a collection of tremendously interest- 
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How to Organize a Cooperative Cam- 

paign and What the Individual Shoe 

Store Should Do to Profit Most from This 
Nation-Wide Sales Stimulus 


ing stories to weave into a Fall Shoe Opening, to play 
up in both advertising and display. 

For appropriate display suggestions and ad-decora- 
tions, refer to “Neo-Classic Theme in Window Decora- 
tion” (May 19). These three references, plus the “in- 
spiration of design” stories of your own shoe models 
will make up a four-star promotion. 

Another angle is TYPES. 

The return of “shoes for the occasion” is a point of 
emphasis in the National Style Report. The afternoon 
shoes, the town and country models, the sport shoes, 
each have their own personalities, distinctive enough 
to give real opportunity for ad-and-window promotion. 

[TURN TO PAGE 40, PLEASE] 











. Plan special ads and 
window displays for 
National Fall Shoe 
Opening. Any 
poster artist can 
sketch the  back- 
grounds for this 
window. 


FALL OPENING WINDOW 












Swagger suits and tailored cloth dresses 
are the first Fall sellers—more important 
this year than ever and calling for spec- 
tator. and tailored shoes in calfskin, 
suede in combination and the new, 
surface-interest leathers. 








Two shoes for early fall promotion are illustrated 
below. Both show moderate heights in heels, a 
keynote of the new season. Both are unique 
variations of familiar themes—the first of a youth- 
ful tie, the second a new treatment of the 
gypsy toe. 























The News in 
READY-to- WEARKs 


























THE ready-to-wear openings are over, and fashion trends havej 
become fashion facts. With the showing of the Fashion Originators} 
Guild, and the other important garment manufacturers, the Fallf 
picture now takes definite form. Next month the Paris opening} 
will undoubtedly effect certain changes in‘color and silhouettef 
chiefly in higher-priced clothes, but the foundation of volume style 
is well established. : 
Not all of these fashion facts in ready-to-wear will influence shoe. Ff). 
but we have selected for this summary those facts which do beapPY 
directly upon the buying and the selling of footwear. RUTF 
In general, the set-up of ready-to-wear is favorable to shoes. Thef 
lines of the silhouette tend to emphasize shoes. The very markeip ARI 
distinction made between costume types calls for a greater variety i 
of shoes. Ready-to-wear news is good news for shoe stores! i 
To go back to the silhouette. The outstanding development i 
the tighter, straighter skirt—a slim, pencil-like line. And to mak) 
that straighter line comfortable and graceful in motion, the slit skit 
is with us once more, focusing attention, very naturally, on shoe 
and stockings. This idea has been a long time coming. Parif 
endorsed it last season . . . and is still endorsing it. You remember 
that we high-lighted that point in the early Spring. Now the volumé 
market is interested. 
All kinds of skirts are slit—not in obvious ways but in slashes 
that show only when the wearer moves. Slashes in sports thing 
begin at four inches or so. Evening slits mount higher. Slits maj 
be at the side, the back or side back and sometimes the side fron 
You can trace the new interest in anklet straps in evening shot 
very definitely to this development, for how could any feature 0 
the back of a slipper register under the evening skirts of the pai 
seasons? 

























































With High Necklines Still 
Favored for Daytime Wear, 
and Hats of Exaggerated Line 
Definitely Forecast, Extremely 
High Cut Oxfords and Other 
High Throat Daytime Shoe 
Types Seem in Order 


The formal coats illustrated are typical 
volume types—showing rounded shoul- 
ders, moderately deep armholes, simpler 
; sleeves with slight fulness, slim skirts. 
me Furs feature silver fox, dyed blue shades, 

Persian and galyac in new shawl effects, 

revers and sometimes with cloth collars 
ee, inside the fur 


The shoe below is the typical dress shoe 
—a high-cut oxford in suede and patent. 
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Skirt lengths are a little shorter, too, 
just a trifle—but any change in that 
direction is all to the good for shoe 
selling. 

Dress buyers have been watching the 
neckline, because Paris is lowering them. 
Shoe buyers are also concerned, because 
the corollary to lower necklines is low- 
ered lines in shoe designs. However, in 
daytime clothes on this side of the sea 
the line at the throat is still high. Not 
quite so high, not so muffled about the 
throat, but still coming, at least, to the 
collar bone. With evening things it’s 
different—the typically new line is a 
low, squared decolletage, the “cami- 
sole” line, so called because it follows 
the silhouette of underthings—straight 
across the front with narrow shoulder 
straps. [TURN TO PAGE 40, PLEASE | 




















The Six salient points 
about Fall clothes are: 


|. Tighter, straighter, some- 
what shorter skirts and 
the slit hemline. 


2. Continuance of high 


necklines for day, lowered 
decolletage for evening. 


3. Metallic (usually gold) 


touches, in everything. 


4. Surface interest in all 


fabrics. 


5. Suits so important they 


will be included in August 
coat sales. 


6. Brown first in tailored 


and sports clothes, black 
for formal types. 
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Artistic, well designed window displays like this one by |. Miller, New -York, attract customers through their fashion 
appeal and help merchants clear their stocks of Summer shoes quickly. 


Sale Windows 
That Stress 


STYLE 


THE purpose of sale windows is to sell shoes. In the 
final analysis, of course, that is the purpose of any 
shoe window, but it’s specially true of a sale window, 
because the merchant who advertises a sale is in- 
terested almost entirely in the direct, immediate re- 
sponse of the customer. So the first question is, what 
kind of windows will do the best selling job? 

Certainly we cannot place much reliance on the old, 
traditional style of sale window that consisted mostly 
of a mass of merchandise piled in the window, with 
very little thought given to arrangement or decorative 
treatment. A few big price posters were the distin- 
guishing display features of these windows. For on 
price the merchant pinned his hope of attracting at- 
tention and pulling in the customers. 

Today the up-to-date shoe man realizes that this kind 
of window display, at sale time or any time, can be 
counted almost of negative value, so far as sales re- 
sults are concerned. Conceding that it may have been 
of some value at one time, there are a number of good 
reasons why it should be relegated to the category of 
merchandising practices which modern conditions have 
rendered obsolete. 

Most important, no doubt, is the dominant style con- 


Why It's Important to Make Displays 
More Attractive to Customers in 
Clearance Time and the Part Good 
Windows Should Play in Sale 


Promotion 


sciousness of today’s public, which is unquestionably 
the determining factor in a very large proportion of 
retail shoe sales. People buy more from style motives 
and less from thrift motives than they formerly did. 
Price plays an important part in selling the shoe, but 
the style must be right or the shoe doesn’t sell, even at 
a price. That is the reason, no doubt, why so many 
of this Summer’s sale windows are also style windows. 


ANOTHER important factor is the new realization on 
the part of shoe men themselves that windows must be 
attractive, interesting, well planned and well balanced 
in order to command attention from the discriminating 
customers of this day and age. Shoe stores in the past 
have often made the mistake of trying to show too many 
shoes and have failed to give enough thought and'plan- 
ning to proper arrangement of the merchandise. The 
result, too often, was a display that tended to confuse 
the customer instead of bringing out the attractive and 
appealing points of the pattern and design. 

Not too many shoes, and an arrangement that con- 
sists of well balanced units, instead of the confusing 
practice of putting the shoes here, there and everywhere 
in the window, are now rules familiar to every ex- 
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construction of fine 
gaiters for women. 











STOCK NO. 3098 


We illustrate two styles made 
with this material, from the 


line of ree 


FIRESTONE FOOTWEAR CO. 
HUDSON, MASS. 


STOCK NO. 3098—Concealed fastener 
STOCK NO. 3071—Snap fastener 





| “BARBOURDINE SHOWERSHEEN” is 100% pure silk and wool closely 
| knitted, brilliant in lustre and a mere zephyr in weight. Gaiters made from 
) “BARBOURDINE SHOWERSHEEN” accomplish their primary objective 
| of keeping the feet warm and dry and at the same time provide a foot 
covering of slenderizing beauty, complete comfort and zephyr weight. 


Write your nearest Firestone Footwear dealer for gaiters of this construction and write 
us direct if you would like a sample swatch of — 


Par —s 


MANUFACTURED EXCLUSIVELY BY 


BARBOUR MILLS 
FFABRIC DIVISION OF BARBOUR WELTING CO. — BROCKTON, MASS» 
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To promote the sale of more pairs, to effectually 
‘Separate The Seasons,” it is essential that fall and 
winter shoes manifest plainly to the most casual 
observer that they are — seasonable. 

Don’t let the consuming public carry over sum- 
mer shoes and wear them with complete satisfac- 
tion into fall and winter, because you didn’t design 
the new shoes along rugged — serviceable — heavy 
lines. 

Build your fall line with seasonable ear-marks. 
The most effective and logical treatment of this 
nature is — 

BARBOUR STORMWELT 


THE WEATHER STRIP THAT IS A LEATHER STRIP 


BARBOUR WELTING COMPANY 
‘BROCKTON: MASS: 
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perienced shoe display man. Even the smaller stores, 
in which the proprietor or one of his salesmen plans 
and builds the displays, are rapidly learning the im- 
portance of these principles. Shoe displays, like the 
new motor cars, are “low slung” instead of being built 
up to heights that confuse the eye. Backgrounds are 
used to get attention and show the use of the merchan- 
dise, the costumes and occasions for which the shoes are 
intended. 


IN line with the general trend of today’s merchandis- 
ing, the special price sale is being given less emphasis 
than formerly. This, in part, is a reaction from the 
exaggerated price promotions of the depression period, 
when sales were a continuous performance and win- 
dows tried to outdo one another in the clamor of cheap- 
ness. The Retail Code discourages this type of pro- 
motion and relegates the clearance sale to its proper 
and legitimate place in the scheme of merchandising. 
Retailers are recognizing today that too much price 
emphasis tends to defeat its own purpose by destroy- 
ing the confidence of customers, and that the best way 
to sell shoes is to emphasize the quality, fitting and 
style points of the merchandise, along with the legiti- 
mate story of values offered. : 
So far as shoe sales are concerned, this has been a 
season of orderly selling in most communities, and 


most retailers are cleaning up their Summer stocks 
without resorting to tactics tending to demoralize the 
future of the business and make it more difficult to 
sell new shoes at a fair profit when the Fall season 
opens Aug. 15. Better sale advertising and better 
window displays in clearance time have played their 
important part in making this possible, and the gain 
is all for the good of the retailers, who have doubtless 
learned a lesson that will influence their policies along 
sounder lines in the future. 

With retailers the country over planning to partici- 
pate in Fall Shoe Opening Aug. 15, only three weeks 
remain in which to wind up Summer clearance sales. 
There is nothing to be gained in prolonging sales 
after they have lost their appeal to the customer, and 
the big advantage of an Aug. 15 Fall Shoe Opening 
lies in the fact that it helps the retailer to get back to 
profitable selling when the average clearance has out- 
lived its usefulness. Merchants, therefore should plan 
to make the most of the remainder of the sales period 
by featuring Summer shoes at attractive prices, in 
effective window displays and in newspaper ads that 
are smart, interesting and appealing. The well ad- 
vertised sale that is short, snappy and effective from 
the standpoint of making a quick clean-up of Summer 
merchandise is the one that serves its purpose best 
and paves the way for a profitable Fall. 


There is nothing unduly excensive about a window display designed after the manner of this one by Stern Bros., 42nd 
Street, New York. But its simplicity of arrangement avoids confusion and focuses the customer's attention on the 
shoes themselves. 
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TODAY'S CHALLENGE 


By RAYMOND BILL 





Photo by Blank & Stoller 


Topay’s challenge to sales executives! I wonder 
if the biggest challenge—the most vital challenge isn’t 
one of sex—yes, the female sex. 

Men experienced in the problems of selling worry 
comparatively little about the male, particularly when 
one thinks of the male in terms of the ultimate con- 
sumer. He is still much like the man of yore—full of 
gullibility, loving good salesmanship even for art’s 
sake, and quite willing to be sold on anything from 
apples to floating power. 

While women don’t want to be fooled or kidded by 
amateurs, they are still open-minded to having wool 
and double wool pulled over their eyes, and ankles, 
provided—and notice I say provided—the job is done 
by experts. Therein lies the crux of the problem. The 
experts seem to be scarcer than hen’s teeth. Salesmen 
and salesmanagers who used to qualify as experts now 
look like Caneras—big in the pictures but flat in the 
ring. 

The first and foremost challenge to all who would 
successfully practice the art of selling is the challenge 
to know our women. They have changed. Today they 
are sophisticated almost beyond the ken of men. They 


Editor of SALES MANAGEMENT, in the 
Best Speech Made at the Advertising 
Federation of America Convention 


not only are slowly but surely inheriting the great bulk 
of the private fortunes and trust funds of the country. 
They not only are spending in every family circle from 
a minimum of 80 per cent to a maximum of 200 per 
cent of the earned income of each family, but today they 
are doing their spending as only truly sophisticated 
people can reason and spend. Gone and going are 
the provincial minds. Came and coming are the en- 
lightened women. 


BARRIERS of age and geography have been largely 
levelled. Sophistication has spread its blanket like a 
mighty snowfall. From 15 years of age to 80 they have 
grown sophisticated. In the sticks as well as in the 
metropoli, they have learned their onions. Mass as 
well as class keeps up with its Winchells, its Mae Wests 
and its tin-pan alley composers. In short, like it or 
not, it looks as if sales executives must proceed on the 
basis that women of today not only know all the 
answers but also know all the questions. And that’s 
something! 

I stress this angle so extensively because we are sup- 
posed to be living in a new and better world, which is 
a by-product of the so-called New Deal. Down in Wash- 
ington we have a lot of serious minded individuals 
who want to reform society and particularly business 
society. I am sure they have our well wishes in this 
great endeavor though I think some of us fear that 
certain of the phases which might be classified as noble 
experiments are likely to blow up in light blue smoke. 
And when the smoke clears, we shall very possibly be- 
hold the real genesis of the real New Deal—I mean the 
gal in blue pajamas. 

It’s a nice idea to attempt, through governmental 
edict, to promote the new theory of caveat venditor to 
replace the century-old principle of caveat emptor. But 
when the smoke of battle clears and clarions herald a 
victory, I suspect the gal in the blue pajamas will be 
on the throne—at least insofar as sales executives are 
concerned. I don’t think for one minute that the mod- 
ern sophisticated gal of from 15 to 80, clad in her blue 
pajamas, is going to depend on a lot of legislators to 
do the job for her. She knows her average man in 
political offices quite as well as she knows her average 
man in all other walks of life. And unless I greatly 
miss my guess, she is not going to depend on any 
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TO SALES EXECUTIVES 


men to do a job for her. She is going to do the job 
for herself and a real job. She is going to apply the 
principle of caveat emptor as it has never been applied 
before in this or any other country. 

And so it might be a good idea to hang a new pic- 
ture in your office—where you can look at it every day. 
I mean a gorgeously colored, slightly intriguing, highly 
fascinating portrait of the girl in blue pajamas. And 
if no such portrait is as yet available, let’s join in a 
pool and get McClelland Barclay or some other il- 
lustrator with the invitingly amorous touch to make up 
the master—or should I say mistress? 

Seriously though, the reason for putting this girl’s 
portrait in our offices is so that she can act as a sort 
of an ever-present vise on what we do, not only to sell 
our goods, but also to make our goods salable. The 
continuous presence of such a fair creature may help 
us to sophisticate greatly our sales methods and our 
sales policies. It is easy to laugh at evolution, but it 
is downright foolish to ignore it. I can’t take the time 
here to recite all the ways in which the sophistication of 
modern women is forcing an evolution in selling 
technique. But I shall insist that few, if any, sales 
executives who must deal with the consuming public 
can for long afford to overlook the greatly enhanced 
position of women as regards both the quantitative and 
the qualitative phases of buying. 


MORE specifically, and again going back to the 
metaphor of the girl in blue pajamas, I can say that the 
songwriter was wrong. She didn’t buy those blue 
pajamas for her boy friend. She bought them for 
herself. And now that she is clad in her blue pants 
and top, I might add that she not only doesn’t want to 
be bunked, but she knows quite as well as most sales 
executives or advertising copywriters just what con- 
stitutes the most flagrant and unforgivable component 
parts of bunk. The Tugwell Bill, the various Consumer 
League movements, the 100,000,000 guinea pigs, the 
current researches being made in the interest of the 
public by universities are all, in the last analysis, but 
symbols of the fact that the lady in sky blue pajamas 
is here and is here to stay and on the sophisticated basis 
of wanting to spend wisely and intelligently. And if 
manufacturers and retailers fall short in their efforts 
to cater to this modern demand on the part of con- 
sumers, they will have only themselves to blame. In- 
deed it is doubtful if there is any greater challenge to 
sales executives than the growing tendency for our now 
highly sophisticated women folk to assert themselves 
over an ever wider front in this matter of what they 
buy and why. The challenge moreover, is not so much 
from moral crusades as from practical crusades led by 


women. And so putting women as the first challenge 
I shall rather briefly enumerate some of the challenges 
of the day to sales executives. 

In talking about the challenge to eliminate bunk, I 
have up to this point referred strictly to consumer 
selling. There is much reason to believe that the same 
challenge exists in selling to wholesalers and to re- 
tailers, as well as in the field of industrial selling. For 
some years now, we have been a nation of rather 
hectic thinking and hectic acting people. Slowly but 
surely we are coming out from the ether of high pres- 
sure selling and on all sides one sees a rapidly grow- 
ing tendency toward truly intelligent buying. Hence, 
the belief that those companies which go the farthest 
in eliminating bunk and in promoting convincing repre- 
sentations will be most successful in winning and keep- 
ing new customers, as well as in holding old ones. This 
matter of eliminating bunk is by no means limited to 
advertising copy—the challenge covers every known 
form of selling, including personal canvassing, letters, 
salesmen’s presentations, dealer helps, etc. 


As regards presentation, there is need of more em- 
phasis on an angle which is certainly very old but has 
never been overdone. I refer to the necessity of prov- 
ing to, demonstrating to and otherwise convincing the 
customer as to what he or she can do with the mer- 
chandise which you are endeavoring to sell and as to 
why your product constitutes the best buy in your field. 
In the case of merchandise sold for resale, increasing 
emphasis should be placed on showing the manufac- 
turer, wholesaler or retailer what they can do with your 

[TURN TO PAGE 32, PLEASE] 


"The first and foremost challenge to all who would suc- 
cessfully practice the art of selling is the challenge to 
know our women. They sone changed. Today they 
are sophisticated almost beyond the ken of men. 
They are not only spending in every family circle from 
a minimum of 80 per cent to a maximum of 200 per 
cent of the earned income, but today they are doing 
their spending as only truly sophisticated people can 


reason and spend. Gone and going are the provincial 


minds. Came and coming are the enlightened women." 
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“wee UNMASK 


UnLawr UL infringements on trade names exact a stagger- 
ing toll, which, in the final analysis, must come out of the 
profits of legitimate business. Losses which emanate from 
unscrupulous pirating run into many thousands of dollars 
each year, with the major part of the drainage shouidered 
by honest merchants and manufacturers who have the ill 
luck to be singled out as victims of the practice. 

In the shoe industry there is the cancellation shop with 
which to contend. To declare a blanket condemnation of 
this particular retail outlet would be unfair, yet from re- 
liable information it is estimated that in the metropolitan 

- district of New York alone 90 per cent of the cancellation 
shops operate unethically in one way or another. The 
close approximation of trade-names—often the actual “lift- 
ing” of the name itself—is a popular offense among those 
cancellation shop proprietors who are elastic in their ethics. 

The legal “back-stop” to these and other practices is found 
in the Commercial Frauds Bureau of New York County. 
The recent inauguration of this bureau and a separate Com- 
mercial Frauds Court, due to the instrumentality of the 
district attorney, is to be hailed as an excellent step—for 
now the merchant has a court of his own. 











A'T one time, a merchant was compelled to present his case 
to the various magistrates throughout the city, which pro- 
cedure involved a great delay because of the fact that a 
business man was apt to have to wait in court for lengthy 
periods while cases of other than a commercial nature, or 
cases which did not involve trade-mark infringements, were 
being tried. The new “boiling down” process has thus re- 
sulted in a more concentrated efficiency. 

The court sits one week every month at 301 Mott Street, 
New York City. If facts warrant, cases are held for the Court 
of Special Sessions or the Grand Jury. 

Since the establishment ,of the court there have been 
many successfully prosecuted cases under Section 2354 of 
the Penal Law, familiarly known as offenses against trade- 
marks, where men have been sent to jail for the selling of 
spurious merchandise. 

A recent case which involved the selling of an inferior 
shoe under, a well-known orthopedic trade-name, is an ex- 
ample of the many cases of similar nature which have been 
successfully handled by this able department. 

The particular instance concerned a nurse who had been 
a patron and user of X shoes over a period of years, 
and had dealt on a number of occasions with the Brooklyn 
branch of the X— Shoe Co. A few months ago, on a 
day off, she decided to buy a pair of X shoes. “Hap- 
pening to pass a cancellation shop which bore a metallic 
sign stating that X—-—-— shoes were sold there, she went 
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EUGENE B. McAULIFFE 





she was not in possession of genuine X 


Mr. McAuliffe is the assistant district 
attorney in New York County who is 
in charge of prosecutions of trade mark 
infringements and similar commercial 
offenses through the recently organized 
Commercial Frauds Bureau. Establish- 
ment of this bureau and a special court 
to hear commercial cases has resulted 
in speeding up prosecuting. 


Photo courtesy World-Telegram. 


in, tried on, and bought a 
pair of shoes which were rep- 
resented to her by the sales- 
man as being genuine X—— 
shoes, and were marked as 
such. The price she paid was $4.95, $8.50 being the price 
at which the genuine X shoe was advertised. 

She was suspicious at the time and asked a few questions 
which were either answered unsatisfactorily or ignored, and 
didn’t bring the matter to an issue until she put on the shoes 
a month later and discovered through the improper fit that 
shoes. She 
then took the shoes back to the shop where she had made 
the purchase and asked the owner what he intended to do 
about the misrepresentation which had been perpetrated on 
her. The owner took the package, opened it and looked at 
the shoes and said, “We did not sell that shoe to you as a 
genuine X shoe. If it does not fit you, we will 
stretch it and make it fit you.” 











JHE nurse told the shoe man that she did not wish the 
shoes stretched but wanted her money back and that if he 
did not comply, she would take the shoes to the X———— 
Co. and have them “look him up.” He then took the pack- 
age, threw the paper away and walked to the back part of 
the shop with the shoes. When the customer got home, she 
noticed that the shoes now bore the name X———-— Shoe 
Shop, the owner having placed another stamp over the one 
present at the time of purchase. A few days later she took 
the shoes to the main office of the X Co. and made 
a witnessed statement. The owner of the shop was brought 
up before the Commercial Frauds Bureau, where he admitted 
his guilt. [TURN TO PAGE 22, PLEASE] 





The Cancellation Shop 











Establishment of a: Commercial Frauds 
Bureau in New York County, with an 
assistant district attorney in charge and 
a separate court to hear commercial 
cases, marks an important gain in the 


warfare against unscrupulous individuals 
and groups who prey on the profits of 
legitimate business. By speeding up pros- 
ecution of offenders, this new agency of 
the law is proving an effective force. 
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OUTLOOK 


Getting More Shoes Sold Right 


Butcher's Hammer vs. Fitting Stool 


SMOKE gets in the eyes of the trade, for there is not 
so much fire behind the argument that drought hides 
would make an immediate drop in the price of shoes. 
It is true that the raw stock market has softened, but it 
is a temporary matter after all. 

If hides were free and delivered to the door of the 
tanner, they wouldn’t make a difference of 10 cents a 
pair on $3 shoes and 25 cents a pair on $6 shoes and 
up. So, all the smoke of the past week that the cattle 
kill will glut the hide market must be taken with a 
few puffs of common sense. Any merchant long in the 
business knows that there are so many processes be- 
tween the raw stock and the finished shoe that the 
penny’s difference at the source makes no wide differ- 
ence at the fitting stool. The upset condition is a result 
of one of the calamities of Nature and may prove to 
be a boomerang on prices six months or a year hence. 

Drought hides are inferior and simply pile up the 
raw stock in the lower brackets. The real problem of 
the trade is the disposition of good hides and good 
leather. Nature, when it made the animal, made better 
leather in the back and butt than in the belly and 
neck. The tanner must get better prices for the better 
parts of the hide so that he can dispose of the rest at 
a price to fit into the field of lower price shoes. Quality 
cut-soles and quality side leather haven’t been in the 
demand that they should be because shoes at retail 
haven’t been selling in the higher brackets in the right 
volume. 

But the quality movement is slowly but surely win- 
ning out, and better shoes and better sole leather will 
find their way to the fitting stool as conditions gener- 
ally improve. No tanner is going to wet down poor 
hides to increase his liability of loss. So that what we 
will see is the storage of drought hides until demand 
catches up with supply. In all probability fewer hides 
will be imported, and the extra kill this midsummer 
will work itself out in the trade of the next six months. 

The government may step in next week with some 
plan of conservation, for if it is storing the meat against 
a plan of unemployment relief, it may store the leather 
against the possibility of disturbing the market. The 
tanners themselves may let the drought leather lay, for 
their research organization serves as a check and a 
control on disorganized practices in tanning. Wash- 
ington is beginning to realize that perhaps in its Agri- 


cultural Adjustment Administration it made of the tan- 
ning industry a “forgotten industry” by ignoring the 
economics of supply and demand. 

But even if it were a free market and the stuff was 
turned into leather, it would produce no miracle of 
reduction in the price of shoes to the public. In the 
long run, the shortages of cattle, due to the drought, 
may push the raw stock prices up again, for the cattle 
killed now would have been headed for the slaughter 
house in September and October anyway. 


THE wise cattle raiser, if he has pasturage, is going 
to hold on to his livestock as long as possible for the 
inevitable betterment of the price of the meat carcass. 
To him the hide is merely the wrapping paper around 
the meat. He makes his money on the meat, for that is 
the prime purpose of cattle-raising. No man ever raised 
cattle on the hoof for the hides alone. 

So all this smoke about the reduction of shoes be- 
cause of a calamity of Nature deserves an extra pinch 
of common sense. The merchant is thankful that at 
least shoe prices have not gone higher. His primary 
interest is in the acceleration of sales at retail. He is 
aware of the wisdom of buying as low as possible, but 
no money comes into his cash till until the public pays 
all the costs at the fitting stool. 

Now, we are not trying to paint a picture for the 
tanner or to explain away the basic item in every pair 
of shoes. What we are trying to do is to put some 
measure of common sense into consideration of only 
one of the items that go into the ultimate shoe. 

Sound judgment in the tanning field tends to con- 
serve the supply of raw stock before shortage is noticed 
and to accelerate the consumption before an oversupply 
occurs, and in this way prevent sudden fluctuations of 
prices. Nobody anticipated the drought nor its con- 
sequences. Even the speculator had no advance infor- 
mation so that he could make a profit by hedging. 

The retailing of shoes is not a gambling business, 
and no merchant profits are made on trading in raw 
stock. The conversations of the past two weeks have 
not been particularly bearish on the price of shoes. 

The solution of the industry’s problem is not under 
the butcher’s hammer but at the fitting stool of every 
store in the nation. 
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“How nice 


they look inside!” 


a retailers know 




















that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


Ponta 


REG.U.S. PAT.OFF. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Field 


be acquaint customers with the 
Wohl Shoe Company department 
in New Williams, Birmingham, bus- 
iness cards have been printed for 
salesmen to pass out to customers. 
In the lower left-hand corner of 
the card a space is left blank for the 
salesman to insert his name and 
above the space the card reads 
“Many Thanks.” Then below the 
name it reads “Waited On You.” 

C. H. Long, manager of the de- 
partment, says the salesmen have 
liked the idea and customers have 
become better acquainted with them. 
They now come into the department 
and ask for their favorite salesman 
by name. 

On the rear of the card there is 
printed the following message: “It 
was indeed a pleasure to have as- 
sisted you in selecting your shoes 

. we know that you will enjoy 
wearing them . .. please remember 
that we shall always be most happy 
to serve you.” 


OPI 


| iene: Vogue Boot Shops in Denver 
and Cheyenne have been particu- 
larly successful in developing busi- 
ness among nurses. Because they 
realize the importance of health for 
all parts of the body, they are ex- 
cellent prospects for health shoes. 
They are also able to furnish good 
“leads” on the foot needs of pa- 
tients. In a number of cases, sales- 
men for the Vogue have gone to 
hospitals to fit patients to whom the 
company was recommended by 
nurses. Most of this trade has been 


developed by making personal calls 
on nurses at the hospitals. 





By HARRY R. TERHUNE 
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Fyrom staff fully 10 ft. 


long with a bar of music 
written upon it, the pictures of the 
leading moving picture stars ap- 
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pearing on the notes, forms an at- 
tractive background in the window 
of the new Leeds store in Los 
Angeles. “The Choice of the Stars” 
is the name of the implied tune and 
the reference is to the shoe display 
below. 


OP; 


“B RINGING out a good shoe tree 
and slipping it into a shoe of- 
ten will close a sale that is drag- 
ging,” says Ralph Price, assistant 
to the manager of Hamilton’s, Inc., 
widely known men’s shoe store at 
Hollywood. 

“The psychology of bringing out 
the tree and placing it in the shoe 
with a few words about its value as 
a means of keeping the shoe in 
shape,” says Mr. Price, “is this: it 
emphasizes the thought that the sale 
is already closed. It seems like an 
act of taking it for granted that the 
sale is complete, and nine times out 
of ten the customer will then take 
it for granted also. 

“This, of course, applies most 
especially to the sale of high-grade 
shoes, and we always produce a 
high-grade tree—say one selling for 
$2. I think it safe to say that about 
35 per cent of such customers here 
are now using such trees, and we 





have had customers this Spring buy 
from eight to twelve pairs of trees 
in one purchase. We have found it 
a good policy to slip a tree into 
the new shoe and the mate into the 
old shoe, one operation intended to 
help close the sale and the other 
intended to show the good work of 
the tree in removing the wrinkles. 
In promoting shoe trees, I think it 
has paid to put the best efforts 
in selling good trees in connection 
with good shoes.” 


OPI 
EORGE R. BESSEY, buyer for 


the basement store in the 
Broadway Department Store, Los 
Angeles, whose department stands 
second in America in the sale of a 
certain nationally distributed adver- 
tised five- and six-dollar shoe, says 
there is but one main answer to 
the question, “How did you do it?” 
That answer is, “A. complete line 
in all sizes and numbers every 
day.” 
. “We re-order on this manufac- 
turer’s shoes every 12 days and 
never let our basic stock get much 
below 8000 pairs. We take a spe- 
cial daily stock inventory,” says 
Mr. Bessey, “and so could, if it 
were necessary, order intelligently 
each night. Of course this is not 
necessary, but a 12-day fill-up is 
necessary if we are to satisfy every 
customer who comes. 

“Another thing, I think from the 
beginning we realized what we had 
in this manufacturer’s shoes and 
went to bat at the very beginning. 
We have never let up. To date we 
have had to apply clearance mark- 
down to less than 14 of one per 
cent of these shoes and they prob- 
ably account for about 25 per cent 
of the entire volume of sales in 
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women’s shoes in the whole depart- 
ment, which we feel is good for we 
feature shoes in other lines as low 
as $2.95 and use from 55 to 110 
salesmen on the floor. The shoes I 
mention are at the top of the price 
range in this department.” 


Or! 
The Hunter-Thompson, Inc., Salt Lake City, 


have built an unusually "colorful" interior 
display case using beach sand in a base 
approximately 18 inches wide and four feet 
long, which has an assortment of all colors 
and kinds of beach shoes. Of special 
interest was a new flexible soled (wooden) 
beach sandal trimmed in plaid gingham. 
Pink and orchid and blue rectangles of 
gravel were used in the hosiery department 
to individually call attention to pairs of 
shoes on display. 


OP) 


“ flatters women in the better- 
class homes to feel that you are 
looking after their needs,” reports 
Miss Peggy Hipke, in charge of the 
Napier Hosiery Shop, Omaha, Neb. 
“That is why I have no hesitancy in 
using the telephone to remind such 
women when I have a new order of 
hosiery in that I am sure will ap- 
peal to them. I time such calls 
about 30 days after their last hos- 
iery purchase, and in nine cases 
out of ten, the customer comes in 
to see the new stock, and invariably 
buys another 30 days’ supply.” 

Miss Hipke keeps a list of all 
customers, together with their ad- 
dress and telephone number. Dates 
of purchases are recorded. By the 
end of a month, Miss Hipke knows 
a customer should be in need of 
more hosiery. 

“If you have always treated a 
customer right, she will respond 
right to your telephone call. Of 
course, you must use discretion 
in timing your call, and you 
must keep your voice soft and 
low in keeping with all the rules 
of good taste. You must speak so 
as to make new friends and tie the 
old ones to you all the closer. 

“The information that new stock 
has arrived in latest colors and 
styles is nearly always effective, and 
can hardly offend.” 

That this telephone method pro- 
duces results seems borne out by 
the fact that in the last six months 
business at the Napier shop has in- 
creased 32 per cent. 


HE use of turn-tables in the 

windows giving movement and 
action to displays increased the sale 
of men’s shoes approximately 30 
per cent for The Coast Outfitting 
Company in Santa Monica, accord- 
ing to R. C. Hall, in charge of dis- 
play and publicity in the store. 


OPI 


A modernistic display feature 
built somewhat like a narrow flight 
of stairs displaying two rows of 
shoes and carrying a true painting 
of the Mohave desert on its flat 











surface has been placed at the end 
of each davenport in the shoe de- 
partment of the Los Angeles Fa- 


mous department store. George 
Keough, store manager, says the 
thing is doing the business. 


OP) 


HARLIE COLLAR, owner of 
the Collar Osteopathic Shoe 
Shop, Milwaukee, gets customers 
from almost every state in the coun- 
try. Hardly a day passes without 
a shipment of shoes to some cus- 


“tomer who knows that Charlie 


knows what he wants and will get 
it to him promptly. The list of 
out-of-town customers totals 450 
and lots of these customers repeat 
by mail a couple of times each year. 

Recently Mr. Collar placed a 
large map of the United States in 
his show window and tagged with 
red-headed pins the various towns 
to which he has shipped shoes. A 
sign beside the map stated: 

“We send Osteo-Path-Ic shoes to 
every part of the United States. 
Come in and see our list of cus- 
tomers.” 

Mr. Collar says that this idea has 
worked out very well. It is the 
kind of proof people like to see. 
Many have come in, looked at the 
list of customers and then bought 


27 


shoes. They reason that if people 
will buy shoes from Mr. Collar by 
mail, that the shoes must be good 
and the service excellent. And in 
this they are correct. 

Direct mail once every two 
months to the list of out-of-town 
customers never fails to bring in a 
nice stack of orders, according to 
this enterprising shoe merchant. 


ori 


ERE is a card which has 

brought many customers into 
the men’s shoe department of the 
George Muse Clothing Company in 
Atlanta. 

Each evening, salesmen in. the 
shoe department go over the sales 
records of the suit and overcoat de- 
partment on the floor above, send- 
ing one of these cards to each cus- 
tomer who made a purchase there 
and failed to come into the shoe de- 
partment while in the store. 

The salesman does not sign the 
card—he simply fills in with the 
name of the customer. The chief 
value of the card, as an advertising 





“1 S€E P ‘j 
BOUGHT A “MUSE SUIT 
RECENTLY, BUT | CAN'T 
FIND ANY RECORD OF 
HIS PURCHASING SHOES FROM US. 
WE SURE WOULD APPRECIATE AN 
OPPORTUNITY TO FIT HIM IN A 
PAIR OF SMART MUSES SHOES FROM 
THE LARGEST STOCK OF FINE SHOES IN 
THE SOUTH// * Sup 


medium, lies in the fact that it is in 
third person, the little turtle—bet- 
ter known in the South as a “goph- 
er’—looking in the file supplying 
the impersonal touch that is effec- 
tive. The cards are slipped in en- 
velopes, sealed and sent by first 
class mail, being addressed by the 
salesman by hand. 

It is generally accepted that 20 
per cent of the customers who come 
into a store can be attracted to an- 
other department. This card has 
induced 40 per cent of the men 
visiting the suit and overcoat de- 
partment to also come to the shoe 
department. What is more, it has 
induced them, not merely to visit 
the shoe department while in the 
store, but to make a return trip to 
the store in order to pay a visit. 

It is one of the most effective 
pieces of direct-mail that has been 
recently tried by Muse’s. 





Gi 
Peet 





ei 














INTERIOR GUDE'S, LOS ANGELES 


B EAUTY, luxury and comfort are foremost objectives 
in modern shoe store designing. 

During the past 12 months, dozens of brand new or 
thoroughly remodeled shoe stores and shoe departments 
in all parts of the country have been thrown open to 
the public. In each case the comfort of the patrons and 
the richness of the appointments received first consid- 
eration. 

The trend of architectural design and interior decora- 
tion in the modern store is one which arouses keen 
interest on the part of all retail shoe men. One of the 
factors which is of prime interest is the floor covering. 
At the start let’s give consideration to what floor cover- 
ing may be expected to contribute as one of the factors 
in the equipment and decoration plans of a shoe store. 

In the case of shoe stores, a good woven floor cover- 
ing may be expected to produce five results, all con- 
tributing to the improvement of the establishment and 
having some bearing upon its success. 
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The floor covering should, first, enhance the 
beauty and general attractiveness of the store, by 
giving it a foundation of pleasing color and 
design in complete harmony with the other ele- 
ments of decoration. 

Second, the carpeting should add to the at- 
mosphere of comfort and luxury, which is con- 
sidered necessary in all places selling shoes. 
Third, it should be of such texture and thickness 
that it deadens the sound of footsteps, absorbs 
other noises and “quiet-izes” the room. 

Fourth, as contrasted with smooth-surfaced 
floors, carpeting of some sort is particularly 
essential to the equipment of shoe stores for rea- 
sons which are obvious in connection with the 
trying on of new shoes. 


FINALLY, the floor covering should be of such 
quality in materials, construction and workman- 
ship that long wear, even under the hardest use, 
is assured, with a minimum of repairs and replace- 
ments. Herein, rather than in the initial cost per 
yard, is the real economy in a purchase of carpet- 
ing. In the long run, a good, substantial fabric 
is the best investment. Spending a few dollars 
more to get a little better grade postpones the 
trouble and expense of recarpeting and insures 
better satisfaction throughout the life of the 


carpet. . 


Correct use of color 
makes it possible 
to show merchandise 
in its true character 
and at the same time 
produces an_ effect 
restful to the eye. 
The problem in floor 
coverings at Gude's 
was more one of 
color than of texture. 
The decoration, 
strictly modern, was 
very simple. Their 
choice was narrow 
Wilton runners in 
plain colors. 


MIRROR DETAIL AT GUDE'S 
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“on the FLOOR’ 


FLORSHEIM EMPIRE BUILDING SHOP 


And Floor Covering Plays an Important 

Part in Modern Shoe Store Design and 

Equipment—Some Facts and Suggestions 
to Facilitate a Satisfactory Selection 


With an almost endless variety of designs to choose 
from, it is naturally a matter of taste which to use, 
keeping in mind the factors of necessary quality to suit 
the need of the installation. 

In the case of the W. G. Simmons Corp. of Hartford, 
Conn., when this 62-year-old firm decided to modernize 
its store, one of the first things given consideration was 
the wall-to-wall carpeting of the shoe selling section. 
In this case, the selection was a plain color broadloom 
which was in keeping with the remodeled shop. 

The Florsheim Shoe Store located in the Empire State 
Building in New York, chose a hooked carpet of heavy 
‘ construction and Colonial design to harmonize with 
their Colonial furnishings and lighting fixtures. Other 
fixtures as seats, walls, and cabinets are of maple. Their 
choice of carpeting therefore was not so difficult and the 
result is especially pleasing. 

The Gude Shoe Stores of Los Angeles were furnished 
in the latest modern style, necessitating a problem more 
of color scheme than design in their choice of carpet- 
ing. The simplicity of decoration precluded the use of 
modern design in the floor covering, so that the natural 
choice was for plain color broadloom. Nevertheless, a 
most pleasing effect was obtained by the use of narrow 


BEAUTIFUL EXPANSE OF FLOOR AT GUDE'S 








carpet runners of modern pattern. The runners are of 
Wilton construction, insuring lasting service where the 
wear is greatest. 

The Stetson Shoe Stores at 150 Broadway and 11 
West Forty-second Street, New York City, also em- 
ployed plain color broadloom in both stores, without 
runners however, inasmuch as the decorative scheme of 
both stores is of more complicated modern design. A 

[TURN TO PAGE 10, PLEASE] 
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Boston Show and N.S.R.A. 


The signal success of the Boston Shoe 
Fair is in large measure due to the co- 
operation of the N.S.R.A. in bringing to 
Boston an audience of shoe retailers to 
attend the symphony of style in Boston’s 
greatest shoe show. 

Merchants from all parts of the country 
registered for rooms and appointments and 
the advance work expedited their business 
and pleasure in Boston. The two major 
hotels were turning away huyers Sunday 
afternoon, but hotel facilities throughout 
Boston made possible the housing of the 
multitude during the week. With 450 shoe 
men on the harbor outing, you can rest 
assured that buyers who had never sailed 
the briny deep were given the thrill of a 
lifetime. 

Your executive committee and members 
of the board of directors were in almost 
continuous session during the market week. 
Your manager made a point of inspecting 
practically every shoe line on display in 
Boston. Your President addressed the 
Tuesday gathering and officiated in all of 
the N.S.R.A. executive meetings. President 
Mittelman’s report on the trip along the 
Pacific coast, encircling 24 states, was a 
splendid augury of the progress of the 
N.S.R.A. since the great January conven- 
tion. Hundreds of merchants expressed 
their congratulations to President Mittel- 
man and Executive Chairman Jesse Adler 
for the great piece of volunteer work ac- 
complished by these gentlemen in the 
western campaign tour. 

The consequences of that tour are show- 
ing themselves in increased memberships 
and increased interest in association work 


under the banner of the N.S.R.A. 








Fighting the Sales Tax 
Your Association Leading the Way 


The National Shoe Retailers Association, in aiding the cause of the merchant 
against unnecessary and harmful legislation, is fighting to wipe out the sales tax 
throughout the country. Your Association believes that the sales tax levies an 
unnecessary burden on the merchant. We are in complete accord with some 
statements made recently by the Columbia University Press that the sales tax 
marks “an unnecessary and backward step in taxation.” 

The study shows that “a surprisingly large share of the one and two per cent 
retail sales taxes is not shifted, but is absorbed by the merchants, and that small 
merchants experience much more difficulty than the large ones in passing on the 
tax to the customers.” 

We find that even when the tax is shifted to the consumer the reaction of such 
additional stress, upon markets which are already tense and uncertain, restrains 
business activity. 

We quote again the investigation financed by the Rockefeller Foundation and 
led by Professor Carl Shoup: 

“The small retailers, who probably suffer more under the tax than 
the large stores, cannot by themselves offer effective opposition. Voters 
in the role of consumers are not likely to remain exercised over the 
burden unless they are kept tax-conscious by retailers who are deter- 
mined to charge the tax as a separate item. 

“The natural reaction of the individual retailer is to hide the tax in the price. 
Even under a 3 per cent rate in Michigan it has taken strenuous group effort to 
maintain' the practice of a separate charge, and the recent abandonment of the 
schedule system by the large Chicago stores is significant.” 

Your Association is reacting as strenuously as possible against this tendency in 
American taxation policy, and believes that the necessary funds can be collected 
by other means of taxation. We believe, also, that the merchant, especially the 
merchant of the small town, must be relieved of the additional burden of this 
type of tax. 

Inform your headquarters of any additional bearings you have on this topic. 
in the hope that we may abolish within the coming year this taxation trend. 


i i ei li ein nai tein elie din addin edie nal tdi die nididietd 


What You Get as a Member 


Organization to assist merchants to a better understanding of the technique of retailing 
shoes successfully. 

Keeps retailers fully informed of developments of important trade affairs. 

Supplies members twice a year with booklets containing forecasts of SEASONABLI: 
STYLES, COLORS AND MATERIALS. 

Saves shoe merchants 25 per cent IN THE COST OF THEIR FIRE INSURANCE, and 
guarantees safe coverage and prompt adjustments. 

Supplies members, upon request and without charge, with information and advice on 
anything pertaining to shoe retailing, or the manufacture of shoes or leathers. 

Acts in ADJUSTING OR ARBITRATING disputes, misunderstandings, or grievances 
arising between manufacturers, wholesalers, or traveling salesmen. 

Watches NATIONAL AND STATE LEGISLATION and acts promptly in your behalf. 

Assists merchants to know the facts about their business by supplying proper systems of 


accounting. nae 
Promotes better relations between buyers and sellers, and eliminates or controls unfair 


trade practices. 
Increases the efficiency of shoe retailing by supplying ideas and business methods that 


mean more profits. 
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| RETAILERS ASSOCIATION 


HEADQUARTERS :-3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 
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Service Center for Retailing 
A Member Recently Asked: “What Does the National Shoe 


Retailers Association Do?” and the following is part of 


our reply: 


The writer took over the manager- 
ship of the N.S.R.A. on February 22nd, 
and since March Ist over 25,000 pieces 
of mail have been sent out to retailers 
and manufacturers all over the country. 

* * & 

We have answered thousands of let- 
ters on the Code, and have settled a 
tremendous number of complaints in 
connection with the Code, as well as 
having arbitrated many disputes be- 
tween retailers on Code matters. 

* * * 

We have been a general clearing 
house for the retailer in connection 
with Code matters that had to be taken 
up with the authorities in Washington. 

* * * 

We have attended numerous meet- 
ings, and protested taxes that have been 
proposed as levies on retailers, and in 
addition to this, we have prepared 
briefs, and written many letters to 
various State and City Governments, 
and to numerous Governmental officials 
all over the country. 

* * * 

We have held a Style Conference and 
Open Forum Session at the Hotel Astor 
here in New York, at which style 
recommendations for the coming sea- 
son were prepared. We might also call 
your attention to the fact that retailers 
have been permitted to attend the 
Style Conference and Conventions with- 
out any charge to them. Our Style 
Conference and Annual Conventions 








When you stop 
living for others, 
you stop living. 


T. R. 


Join the N.S.R.A. 
Now—Sign and Send 
the Application Blank 


have many educational features that 
are of value to all retailers, and many 
who do not take advantage of them 
should do so. 


* + 


We also cooperated with the Textile 
Color Card Association in preparing 
color recommendations for the coming 
season. 

This office has released numerous 
articles to the- press. 

* + 


When a man joins a trade associa- 
tion, he cannot anticipate a direct-profit 
return from his investment. His trade 
association may pay dividends, but not 
in the usual sense of that word. Fur- 
ther, he must invest in his trade asso- 
ciation some of himself, as well as 
some of his money. He and his firm 
must assume a share of the responsi- 
bility for the association’s activities, 
whose effective performance costs not 
only money but cooperation. 

Now, what are you doing for your 
Association ? 

Joun J. Hotpen, 
Manager, N.S.R.A. 





Headquarters Asks Facts 
on Percentage Leases 


There is a growing tendency in this 
country today, because of the question- 
able certainty of the economic picture, 
for the landlord and the tenant to go 
hand in hand facing the leasing prob- 
lem. By such a procedure the landlord 
is assured of a tenant, and the tenant 
is able to keep open shop, without a 
large, overhanging rent due. 

In considering this problem your As- 
sociation wants to learn your reaction 
to such a rental policy and to find the 
extent to which percentage leases are 
being contracted in this country today. 

Answer the following questions: 

1, On what percentage of sales is the 

rent determined? 

2. What are the benefits by percentage 

leasing, and what are the flaws? 

3. Have you made long-term leases on 

the percentage basis? 

4. Has any minimum been set? 

5. Has any maximum been set? 

We earnestly request information on 
this subject, because it is of vital im- 
portance to merchants who have Fall 
leases to consider. We will make a 
study and prepare a research on per- 
centage leases. If you will cooperate, 
you will get not only the summary, but 
you will, at the same time, help many 
fellow merchants. 





ERS ASSOCIATION. 


City 





APPLICATION FOR MEMBERSHIP 


National Shoe Retailers Association 


3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


I/we apply for membership in the NATIONAL SHOE RETAIL- 


Bim NGG... . ss ss os whew nes 


Voting ‘Member ............... 


Street Address ................ 


Dues payable in advance $5.00 annually, plus $2.00 for each addi- 
tional store operated in the same or other cities. 
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Today's Challenge to Sales Executives 


[CONTINUED FROM PAGE 21] 


product, i.e., how they can better suc- 
ceed through handling a given brand 
of merchandise. 

In the case of sales made to retail- 
ers, there is a greatly enlarged re- 
sponsibility in the matter of helping the 
retailer to resell in sizable volume and 
on a profitable basis. A good part of 
this effort can, of course, be covered by 
effective advertising in various com- 
binations of media, and in this connec- 
tion, current experience indicates the 
advisability of using several different 
kinds of sales promotion media rather 
than concentrating on any one type. 
But manufacturers should not start and 
stop in their effort to help retailers 
with their activities directed at the con- 
sumer. There is much need of concen- 
trating on the retailer himself and for 
treating his individual problems of re- 
sale on more and more of a custom 
basis. Possibly due to NRA, and more 
possibly due to the education which 
consumers have gleaned from the pur- 
chase of inferior, low-priced merchan- 
dise, price appeal as such has mate- 
rially declined. This trend definitely 
amplifies the need for helping the re- 
tailer to resell—and for your own good. 
It means that the retailer, all his sales 
clerks and outside salesmen, must know 
more and more of the pertinent facts 
about a given piece of merchandise— 


‘the facts outside of the purely price 


factor. 

There is a new challenge to recognize 
that the human equation has been re- 
stored on an enlarged scale in the field 
of business. Not so long ago it looked 
as if large scale buying, large scale 
manufacturing and large scale retail- 
ing might more or less turn the selling 
side of business into a realm of autom- 
atons and highly mechanized indi- 
viduals. No fallacy could be greater. 
Every sales executive who has not al- 
ready done so will find it very much 
worth while to redevelop the human 
equation throughout his own selling or- 
ganization and throughout the buyers 
and prospects contacted by his men. 

Most people during the last three 
years have failed to earn the compensa- 
tion they chose to regard as normal and 
only a small percentage of our popula- 
tion has been able to continue the stand- 
ard of living to which it had become 
accustomed. As part of the population 
moves on to better times, there is going 
to be much strain and creaking in the 
human side of business. Wherefore, it 
is wise to inject considerably more of 
that kind of human equation which 
made the gay 90’s a famous period in 
our national history. Those were the 
days when personal reputations counted 
for much and personal equations made 
business not only more enjoyable but 
in certain respects socially and politi- 
cally sounder. 

Of. course, NRA, AAA and many 
other ABC creations of the New Deal 





NEW TALKING POINTS 
NEEDED 


"There exists a great challenge to sales 
executives, first to report promptly and ac- 
curately the ways in which advantages and 
disadvantages of a given price control system 
are revealed in actual practice, and second, 
to provide for their own companies more and 
more effective talking points which are out- 
side of the price realm as such. 

"In other words if we are going to have 
less and less competition on a price basis, we 
must have more and more competition on 
other scores. It, therefore, looks as if it is 
nothing but smart strategy to re-enforce our 
sales argument with a multiplicity of talking 


points." 
—RAYMOND BILL. 








are supposed to have greatly affected 
our mode of doing business. Price 
chiseling, short dealing, unfair prac- 
tices and high-handed methods, are 
supposed to be taboo. I suspect that 
all of these things are truer in theory 
than in practice, but at least a major 
effort is being conducted to take busi- 
ness out of destructive competition on 
a strictly price basis, and away from 
the sweat shop employing of labor 
which goes hand in hand with that weak 
kind of salesmanship which is founded 
almost entirely on price appeal. In 
many codes, a serious effort has been 
made to fix prices along lines which as- 
sure moderate success for one’s com- 
petitors as well as for one’s self. We 
are likely to find that most of these 
price control methods contain some more 
or less dangerous fallacies. 

Meanwhile, there exists a great 
challenge to sales executives, first, to 
report promptly and accurately the 
ways in which advantages and disad- 
vantages of a given price control sys- 
tem are revealed in actual practice, and 
second, to provide for their own com- 
panies, more and more effective talk- 
ing points which are outside of the 
price realm as such. In other words, if 
we are going to have less and less 
competition on a price basis, we’ must 
have more and more competition on 
other scores. It, therefore, looks as if 
it is nothing but smart strategy to re- 
enforce our sales arguments with a 
multiplicity of talking points. 





New Elk Finish Leather 


PEABODY, MAss.—Tanners here have 
developed a new method of making elk 
leather by the chrome tannage and put- 
ting on it a washable finish. It’s made 
in colors, and the finish is easy to keep 
clean, and if it should get soiled in the 
wear then it may be washed clean 
again. 
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Unmasking the Cancellation 


Shop 
[CONTINUED FROM PAGE 23] 


Trade-mark piracy is an insidious 
evil. As a question of public policy, 
the consumer is entitled to know the 
nature of his purchased product, and 
merchants and manufacturers should 
not have to cope with this vicious form 
of competition. The Commercial 
Frauds Bureau has gone far in the 
eradication of such evils, and will go 
further if given the cooperation of 
members of the industry. The Bureau 
is a strong and effective power—it im- 
plies both a service and a warning. 
Its organization to deal more effec- 
tively with underhand business meth- 
ods should be welcomed by all those 
who believe in the policy of square 
dealing. 

Section 2354—Sub-Division 3 of the 
Penal Law, State of New York, reads: 
A person who knowingly sells, or 
keeps, or offers for sale an article of 
merchandise to which is affixed a false 
or counterfeit trade mark, or the gen- 
uine trade mark, or imitation of the 
trade mark of another, without later’s 
consent... is guilty of a misdemeanor 
and punishable for the first offense by 
a fine not less than $50.00, nor more 
than $500.00, or imprisonment for not 
more than one year, or both. Such fine 
and imprisonment and for each sub- 
sequent offense by imprisonment for 
not less than 30 days, or more than 
one year, and by both such imprison- 
ment and a fine of not less than $500.00, 
or more than $1000.00. (Amended by 
L. 1909, Ch. 240, and L. 1914, Ch. 332, 
in effect Sept. 1, 1914.) 

Section 2353. Imitation of Trade 
Mark Defined. An imitation of a 
trade mark is that which so far re- 
sembles a trade mark as to be likely 
to induce the belief that it is genuine 
whether by the use of words or letters, 
similar in appearance or in sound, or 
by any sign, device, or other means 
whatsoever. Derivation—Penal Code 
Section 368, as amended L. 1882, Ch. 
384. 

Section 2351. Affixing Defined. A 
trade mark is deemed to be affixed to 
an article of merchandise which is 
placed in any manner upon: (1) 
The article itself: or (2) a box, bale, 
barrel, bottle, case, cask, or other ves- 
sels, or package, or a cover, wrapper, 
stopper, brand, label, or other thing 
in, by or with which the goods are 
packed, enclosed, or otherwise prepared 
for sale or distribution. Derivation— 
Penal Code Section 367, as amended 
L. 1882, Ch. 384: L. 1904, Ch. 492. 





Note—This is the second article in a 
series, telling how the Retail Code Au- 
thority and the Commercial Frauds 
Bureau in New York City are en- 
deavoring to curtail the abuses of 
unethical Cancellation Shoe Shops. The 
first article appeared in the June 7 
issue of the RECORDER. 
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A SERVICE that... 


Sells Shoes 


Tue World’s Most Powerful Broadcasting 
Station now offers its clients a complete Field 


Merchandising Service that has produced 


phenomenal sales results... The WLW Research 


Department has prepared charts indicating con- 
sumer preference for all trade-marked shoes... All 
of this material is available to firms contemplat- 


ing the use of radio advertising. . Address: 


JOHN L. CLARK 


we We 
a : ~ 
«*¢he Nation 


KX} ta lip 
500.000 Watts - 


Most Powerful in the World 








THE CROSLEY RADIO CORPORATION - CINCINNATI 











When writing advertisers please mention Boot and Shoe Recorder 
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This popular type 
of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 











Put these “silent salesmen” 
in her shoes 


SPAULDING COUNTERS in the shoes you sell mean 
two “Silent Salesmen” working on every customer. For 
their finely tapered, flexible edges assure heel comfort. 
Their great strength keeps backs and quarters firm and 
graceful, Their perfect fit maintains correct balance and 
promotes longer wear. Every step of the way, they help 
persuade your customer to go back to you when she 
needs shoes You can’t afford to overlook the 
superiority of Spaulding Counters. Remember, they're 
made of stronger, more resilient materials — hemp and 
flax. Remember, too, that they are moulded to fit ex- 
actly — to cling to the last at every point, taking ten- 
sion and strain out of the shoe. And remember, finally, 
that it costs far less to keep a customer than it does to 
find a new one. Tell your manufacturer that you want 


these ‘‘Silent Salesmen” in your shoes! 





SPECIFY 


PAULDING 


Counters 


North Rochester, N. H. 








They have, the edge 
that stands for HpPpY WwEELS 


One reason why Spaulding Coun- 
ters “have the edge” over others is 
that their own edges are better cut 
by superior machines. These ma- 
chines, developed and patented by 
us, Cut a wide, smoothly tapered top 
scarf with absolute, unrivalled accu- 
racy. Only a fibre as strong and flex- 
ible as the hemp and flax fibre we 
use can be so finely tapered to the 
edge — it is the combination of im- 
proved machines plus better fibre 
that assures maximum neatness, flex- 

ibility and comfort for your 


customer’s heels. 
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NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 
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Council Reviews Year of Progress 


Directors of Retail Group, at Meeting in New 
York, Hear Reports on First Year's Progress. 


New York—Rounding out the first 
year of existence as an association or- 
ganized for cooperation under the 
National Industrial Recovery Act, the 
National Council of Shoe Retailers, 
Inc., reviewed a year’s progress under 
NRA and laid plans for the future, at 
a meeting of its Board of Directors 
held in New York on July 12. 

The board rapidly reviewed the suc- 
cession of events which occurred dur- 
ing the first year of the council’s ex- 
istence—the passage of the National 
industrial Recovery Act, the Presi- 
dent’s Reemployment Agreement, the 
drafting and signing of the Retail 
Code, establishment of the National 
Retail Code Authority and local Retail 
Code Authorities throughout the coun- 
try, and the present phase of code 
administration and enforcement. 

President Ward Melville, reporting 

on the present status of Retail Code 
administration, told the board that he 
believed the degree of code observance 
in the shoe trade generally was as high 
or higher than in any other trade under 
the code. He praised particularly the 
work of various local Retail Code Au- 
thorities in effectively administering 
the code. He pointed out also that 
where local authorities had failed to 
secure compliance, and had presented 
full and proper facts to the National 
_ Authority, prompt supporting action 
had been forthcoming. 
' Mr. Melville declared that beyond 
| doubt, the principle of self-government 
under Code had become a permanent 
part of American business life and 
that, while details of the present NRA 
set-up might change, the essential 
machinery would persist beyond June, 
1935.° 

The board discussed the proposed 
elimination of the word “inaccurately” 
from one section of the Retail Code, a 
matter which prompted a_ lengthy 
report by the Darrow Board charging 
General Johnson with having “stealth- 
ily” inserted the word in the code 
before its final approval. The board 
decided that the inclusion or the omis- 
sion of the word was a matter of no 
particular importance in the adequate 


enforcement of code provisions and 
would not affect the elimination of un- 
desirable trade practices. 

William Girdner, executive secretary 
of the council, presented to the board 
a report on the activities and record 
of the council since its formation. He 
submitted a summary of 15 definite 
accomplishments, among which were: 
Proposal of the graduated work-week; 
successful presentation of the position 
of small store units to the Administra- 
tion; action to urge local bodies 
throughout the United States to form 
local Retail Code Authorities; full and 
authoritative information on code pro- 
visions and enforcement; advance in- 
formation on important governmental 
developments; a long and increasingly 
successful battle against price-fixing in 
NRA Codes; accurate and reliable 
interpretation of the rights of employ- 
ers and employees under Section 7A of 
the Recovery Act; prompt presenta- 
tion to Washington of the views of 
members on all vital questions affecting 








DATES TO REMEMBER 


Illinois Shoe Retailers Association Con- 
vention, Lincoln-Douglas Hotel, Quincy, 
Perk wh iad wid weer a aera Aug. 19, 20, 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, II 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel 
Pittsburgh, Pa. Sept. 10, 11, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New York , 25 
Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St, Louis, Mo...Jan. 7, 8 9, 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 
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shoe retailers; special assistance in 
dealing with governmental agencies or 
Code Authorities. 

The board of directors praised the 
work of the council’s staff for supply- 
ing service on code and legislative 
developments affecting shoe retailers 
and expressed the opinion that this ser- 
vice would be “genuinely appreciated 
by a number of progressive shoe 
retailers to whom it is not now avail- 
able,” and asked that an outline of 
the council’s activities be sent to a 
selected group of prominent shoe re- 
tailers who are not now members of 
the council. 

Since the expenses incidental to or- 
ganization will not be incurred during 
the second year, the board unanimously 
decided to reduce semi-annual member- 
ship dues for the coming year from 
five dollars per store to four dollars 
per store. 

Members of the board who were in 
attendance at the meeting, which was 
an all-day session at the Hotel New 
Yorker, were: James Wright, G. R. 
Kinney Co.; Robert W. Schiff, The 
Schiff Co.; M. L. Friedman, A. S. 
Beck Shoe Corp.; Milton Simon, I. 
Simon Co.; Lawrence Merle, Endicott 
Johnson Corp.; L. B. Sheppard, Shep- 
pard & Myers, Inc.; F. A. Miller, 
Miller-Jones Co.; Ward Melville, Mel- 
ville Shoe Corp. 


Unified Fall Opening 


Des MOINES, Iowa—Support of the 
plan for a unified Fall opening of 
shoes will undoubtedly be given by 
Des Moines shoe dealers, according to 
Jaques, head of the Field Shoe Co. 
The date August 15 will probably be 
satisfactory unless the season calls for 
a slightly earlier showing of Fall 
shoes. The demand for white shoes 
has continued strong throughout the 
Summer, and many merchants have 
found their stocks low. 


Store Moves 


PITTSTON, Pa.—Morris Yelen, pro- 
prietor of the Ideal Shoe Stores located 
at Wilkes-Barre and Pittston, has 
moved his store in this city to 8 South 
Main Street. The new location is right 
in the heart of the city. Popular- 
priced shoes for men, women and chil- 
dren are featured. 








































KANGAROO 
OXFORDS 


vaginal 


Genuine Kangaroo 
is the strongest of 
all leathers, weight 
for weight. 


The meliowness of 
Kangaroo, its 
shape - holding, 
comfortable texture 
—yet soft and kind 
to tender feet — is 
always in style. 








Long counter pocket and back stay 


IN STOCK 


Widths Sizes 
D, c. EEE 12 ‘3. 3 9 
NEW “SID” 





Ne. 5 LAST 





CATALOS 
REQUEST 


10¢ per pair extra west of Denver. 
“Trade Builders” are great fitters! 


pees PEaUTOE 






DENVER, COLO. 

The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, IOWA 

Merchants’ Supply Co. 


HUNTINGTON, W. VA. 
The Jef Newberry Co. 


INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Ades-Loxington Dry Goods Co. 


M.T.SHAW INC. 
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Whats New 


New Display Easels 








SCHENECTADY, N. Y.—Designed to 
lend added visual appeal to point-of-sale 
display, a new line of Textolite easels, 
available in five models and three fin- 
ishes, has been introduced by the Gen- 
eral Electric Company’s Plastic Depart- 
ment. The new product will be mar- 
keted through display and fixture job- 
bers. 

The model is to be used as a stand- 
ard for show cars, posters, and similar 
displays. In its weighted base is a slot, 
adjustable by means of a concealed 
spring, into which various thicknesses 
sf signboard can be readily inserted. 

All models are obtainable in any one 
of three finishes—black, walnut, or 
mahogany. They are modernistic in de- 
sign, with a smartness of effect desir- 
able in attaining distinction of trim. 

The easels are conveniently washable 
in ordinary soap and water, and with 
reasonable care will retain their rich, 
lustrous finish for years—thus minimiz- 
ing replacements. 





Runs Contest 


PROVIDENCE, R. I.—Between 3000 
and 4000 statements were received by 
John the Shoeman, shoe retailers, in a 
contest which they recently ran in co- 
operation with an electric refrigerator 
retailer. Two electric refrigerators 
and 20 prizes of footwear and hosiery 
were offered for the best statements 
either telling why the writer liked that 
refrigerator or why the writer liked to 
trade at John’s. 

Incidentally, the great majority of 
people wrote on why they liked to trade 
at John the Shoeman’s, giving such 
reasons as merchandise, service, satis- 
faction, price and such. The activity 
helped in large measure to increase 
shoe and hosiery sales because people 
called at the store for an entry blank. 

Three neutral judges were an- 
nounced who read the statements and 
decided upon the winners. 
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Saving Football Feet 


Boston, Mass. — Football feet are 
going to be safer after the gridiron 
gets warmed up for 1934. At least, 
shoemakers plan so to make them, and 
the coaches lend a willing hand. It’s 
likely that a good many ankle turns, 
ligament wrenches and other pedal in- 
juries, minor or major, are due to the 
want of the right shoes. May be they 
don’t fit right, or may be they are not 
made right. So some of the makers of 
sport shoes are trying oyt various ideas 
in accident prevention shoes for foot- 
ball. 

The game is hard on the feet, possibly 
harder than any of the popular sports. 
The college coaches watch the feet of 
their runners, kickers and line breakers, 
as well as the defense squad, like a 
mother watches a new baby. And the 
chances are that the Iocal retailers will 
have to do something for the lads of 
the sandlots who have no coaches to 
watch their feet. 

One of the new ideas in these foot 
safety first shoes for football players 
is to build a shoe with a rigid shank, 
and a snug fitting heel seat and ankle, 
so as to take care of ankle shock and 
lessen ankle wreckage. Another idea 
is to make the forepart flexible, so that 
the man with the ball can get up speed, 
also the man who is chasing him. More 
games than one have been won by add- 
ing a fraction of a second to the speed 
of the feet. 

However, the major matter is to keep 
the feet safe, and so the safety first 
shoes for the gridiron warriors. 





Children's Department 
Successful 


CHEYENNE, Wyo.—Below the bal- 
cony at the rear of the Wyoming Shoe- 
teria was space, 14 ft. by 18 ft., used 
for stock. Taking out the partition, 
the management remodeled, and made 
a children’s department. Here are dec- 
orations and equipment of appeal to 
the kiddies. Sales increase within six 
weeks—more than 100 per cent. Total 
cost of improvements, less than $250. 


Shoe Cream Selling Tip 


Satt Lake City, Utan—“By push- 
ing the sale of shoe creams while we 
are selling the customer shoes we find 
that 6 per cent of our gross sales in 
the department is on shoe creams,” 
declares Steve Huff, manager of the 
Keith O’Brien, Inc., Shoe Department. 
“In this connection a prominent shoe 
cream display is featured at the front 
of the department making the customer 
‘shoe cream conscious.’ We caution 
customers buying white shoe cream to 
continue to use only that one brand 
since a change often means discolora- 
tion or injurious effects upon the shoe 
—this results in a substantial repeat 
business on this item.” 
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Makes College Survey 


COLORADO SPRINGS, CoLo.—The price 
they actually pay for shoes is a mighty 
important thing to know in developing 
the business of college students, ac- 
cording to F. E. Little, advertising 
manager for the Vorhes Shoe Co. 

Some time ago the representative of 
the local college paper called on Little 
for an advertisement. Before agreeing 
to take any space, Little requested the 
young man to inquire of 20 representa- 
tive students where they bought their 
shoes and what they paid for them. 

The survey showed that not one out 
of 20 paid more than $7.50 for his 
shoes. As a result, the greater part of 
the business was going to stores fea- 
turing moderately priced stock. The 
Vcrhes concern had been concentrating 
on more expensive models. 

At the first opportunity the Vorhes 
concern bought a special brand at a 
lower price and gave it the name 
“Tiger Special”—the name to tie up 
with the college emblem. Within a short 
time, a huge business had been built 
up on this item. 





Spizzerinktum Sale 


CHEYENNE, Wyo.—“The advertise- 
ment headline—if you have a good 
enough one—will put your sale over,” 
declares Frank Mendicino of the Wyo- 
ming Shoeteria. Recently Mr. Mendi- 
cino headed an advertisement, “The 
Shoe Crash of 1934,” and followed with 
an introduction in which the phrase, 
“crashing prices,” was used. The sales 
force was swamped by the crowds of 
buyers who came. 

Again, Mendicino held a “Spizzer- 
inktum Sale.” Look the word up in 
the dictionary. You will find it has 
connotations of pep and life. Believe 
it or not, again the crowds came 
flocking. 


Buffalo Leather 


Buffalo leather is new for shoe up- 
pers. It’s buffalo calf, or baby buffalo 
skins that are tanned for this leather, 
not buffalo hides like those tanned for 
sole leather. The buffalo is a beast of 
burden in India, where it’s called the 
water buffalo. It’s not exactly the same 
animal as the American buffalo. The 
new buffalo leather for shoe uppers is 
of about the size and weight as familiar 
calf leather, and it has a natural grain, 
or markings, of the rugged sort. 








Correction 


A news item appearing in the June 30 
issue of Boot AND SHOE RECORDER 
under a New Orleans date line stated 
that “The Liberty Shoe Store, Inc., 210 
South Rampart Street, is liquidating 
their affairs and that Philip Lichten- 
stein was appointed to wind up the 
affairs.” This item was in error as the 
Liberty Shoe Co. mentioned is located 
at 1520 Dryades Street, furthermore, 
P. Lichtenstein is not liquidating his 
business. Our apologies. 
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Attractive New Rice Store Front 





La Crosse, Wis.— The Rice Shoe 
Company, one of the old established 
firms in La Crosse, has always made it 
a point to feature nothing but quality 
merchandise and on that theory have 
built their reputation. 

Established in 1920, operating as a 
partnership until 1932 when Mr. Rice 
bought out his partner’s interest and 
moved to the present location in the 
heart of the shopping district. 

Mr. Rice, who is a past president of 


the Northwestern Shoe Retailers Asso- 
ciation as well as the local Association, 
expresses himself as believing that the 
future holds many good things for the 
merchant who has maintained his repu- 
tation for better merchandise and has 
been able to weather the economic 
storm. 

The store features an entirely new 
front and interior which enhance the 
appearance of the store and greatly 
improve the display facilities. 





Brouwer's Stages Circus 


MILWAUKEE, Wis.—Summer time is 
circus and carnival time, so Brouwer’s 
Shoe Store capitalized on the idea by 
staging a free, one week carnival for 
children. 

The entire second floor of the shoe 
store, which is occupied by the chil- 
dren’s department, was turned into an 
indoor carnival. Large cutouts were 
designed and produced by Stanley J. 
Brown, display manager. These were 
set up all around the department on 
top of the display ledges. 

Banners and streamers throughout 
the children’s department helped to 
emphasize the circus and carnival at- 
mosphere. Performances were staged 
three times a day at 10 a. m., 2 p. m. 
and 4 p. m., and consisted of antics by 
two clowns. This was followed by a 
five minute talk on Foot Health. The 
main feature of the program was a 
magician who amused and baffled the 
crowd for about 30 minutes. 

Booths were set up around the de- 
partment where the children received 
free candy, peanuts, souvenirs and a 
package of foot health literature en- 
closed in an envelope and marked 
“Secrets for Mother and Daddy.” 

In the lectures on foot health, the 
speaker asked the children how many 
had had their feet X-rayed. Less than 
20 per cent raised their hands. Inas- 
much as all Brouwer’s children custom- 
ers have been X-rayed this meant that 
the remaining 80 per cent of the chil- 
dren had never purchased shoes at the 
Brouwer store before. Thus it can be 
computed that during this carnival the 
Brouwer firm made many new trade 
contacts which will result in more shoe 
business in the future. 


Hearing on Wholesale Code 


WASHINGTON, D. C.—The National 
Recovery Administration will hold a 
formal hearing on the Shoe Wholesal- 
ers’ NRA Supplemental Code of Fair 
Competition, on July 27, in Room 2062, 
Commerce Building, Washington, D. C. 
The Shoe Wholesalers’ Code has been 
made a part of the General Wholesal- 
ers’ Code, with its own trade practice 
sections. 

The hearing will be attended by Pres- 
ident Francis B. Masterson of the Na- 
tional Association of Shoe Wholesalers, 
Judge A. B. Frey of St. Louis, the As- 
sociation’s Counsel; Chairman Carter 
B. Snow of the Code Committee, Rich- 
mond, Va., and other members of the 
Committee. 


Features Large Sizes 


Los ANGELES, CAL.—C. W. Rushton, 
leasee of the shoe department in Peter- 
son’s exclusive women’s apparel shop 
for the “out sizes” in the city, is re- 
modeling his department, and expand- 
ing it to twice its former size. 

The department is now decorated in 
the French style and will be turned 
into the modern style using cream 
leather lounges, cream walls, and light 
trim throughout. Rushton handles 
only large sizes, beginning with 9. 
Prices range from $8.50 to $13.50. 

Increased display facilities will also 
be installed. The customer will be 
seated facing the wall where the dis- 
play niches will be built and no sec- 
tion cases will be in sight. Plans also 
include remodeling of space opposite 
the elevators, so that a larger display 
can be set up to catch the attention of 
shoppers to the second floor. 
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Shoes Are Sold “on the Floor” 


[CONTINUED FROM PAGE 29] 


break-up of color in the floor covering 
was not necessary as in the case of the 
Gude store where extreme simplicity 
prevailed. 

Plain broadloom is used with like ef- 
fect in the I. Miller Shoe Store in Holly- 
wood, Cal. In this store, severe sim- 
plicity also prevails in the furnishings, 
but is enhanced by the use of large, 
heavy scatter rugs. Pictures of some of 
these carpet installations are shown in 
these pages. 


Problem of Weaves 


However, the correct selection of car- 
peting for his own particular require- 
ments is no simple matter for the aver- 
age store manager. He is faced with 
the problem of choosing from half a 
dozen types of weaves, including pos- 
sibly 30 different grades and prices and 
an almost limitless number of colors and 
designs. Unless he has made a special 
study of woven floor coverings, it is 
almost impossible for him to make an 
intelligent and economical selection 
without the assistance of a contract 
carpet specialist. Fortunately, floor 
covering manufacturers and distribu- 
tors are always ready and equipped to 
supply expert advisers. who are trained 
in such work. 

There are, however, certain pointers 
which will help the prospective buyer 
in considering the recommendations of 
the carpet expert. He should have some 
knowledge of the various weaves most 
comrronly used in carpetings. These are 
called Chenille, Wilton, Saxony, Ax- 
minster and Velvet. 

Chenille is a very thick, heavy fabric, 
extremely beautiful, luxurious and long 
wearing. It is readily adaptable to un- 
usual requirements. It is also the most 
costly of the five weaves but is not 
above the price range of the better class 
of stores. 


Special Designs and Colors 


Chenille carpeting is available ready- 
woven or it can be woven to order when 
special colors, designs or shapes are re- 
quired. There are practically no limita- 
tions in design, color, odd shape or size. 
When woven to order, any symbol, crest, 
trade emblem or other decorative motif 
may be used in the pattern and any of 
3000 shades of color selected. There is 
a man on record with the Mohawk Car- 
pet Mills, largest producers of Chenille, 
who had the design of his favorite neck- 
tie reproduced in Chenille carpeting 
for his home. 

Next to Chenille in quality and price 
is the Wilton, a weave long noted for 
its extreme durability in institutions of 
all kinds. The reputation of the Wilton 
weave for long service under the hard- 
est wear is largely due to the several 
layers of yarn which-lie buried in the 


back of every genuine Wilton fabric. 
This buried yarn forms a soft cushion 
within the fabric, contributing much to 
its resilience, quietness, luxury and 
durability. 

There are two types of Wilton carpet 
—worsted Wilton and wool Wilton. The 
former is of better wearing quality be- 
cause of the greater lustre and strength 
of the worsted fibre, but the wool Wil- 
ton is more luxurious underfoot, due 
to its longer pile and soft yarn. 

Saxony carpet is a Wilton weave 
with extra heavy yarn. It is excep- 
tionally long wearing. Saxony and Wil- 
ton carpets are both splendid floor 
coverings for use in shoe stores. There 
has been a steady increase in the sale 
of Wilton carpetings in the past two 
years, indicating a return to the de- 
mand for higher quality merchandise 
as a more profitable investment in the 
long run. 


Less Expensive Weaves 


Although it is usually considered less 
durable than the Wilton, the Axminster 
weave offers excellent value for its 
moderate price, because the construc- 
tion makes the most of all that goes 
into the fabric. There is no buried 
yarn to form a cushion, as in the Wil- 
ton, but a good grade of Axminster has 
a deeper pile of soft woolen yarn. Dif- 
ferent grades can be judged, as in the 
Wilton, by the closeness of the rows as 
indicated in the back of the fabric, the 
better grades having seven or more 
rows to the inch. Thickness or depth of 
pile should also be considered. 

Velvet is another moderately priced 
carpet and the better grades are wide- 
ly used in stores of all kinds. Velvet 
resembles Wilton in appearance, but 
does not have the same structural qual- 
ity, since all its wool is on the sur- 
face—none buried within the weave. It 
is lighter in weight and consequently 
not so soft and luxurious underfoot. 
The better grades, however, are made 
of a good quality of yarn and are be- 
ing used in semi-public establishments 
with complete satisfaction. 

The grade known as “Scotia” is the 
most widely used in stores. In select- 
ing the floor covering for any store, 
there is one valuable point to keep in 
mind—that the better grades of a less 
expensive weave are generally better 
than the cheaper grades of a more ex- 
pensive weave. In other words, a fine 
quality of velvet weave would probably 
wear much longer than a cheap qual- 
ity of Axminster weave. To avoid mis- 
takes and insure the best service with 
the greatest economy, it is always ad- 
visable to consult a contract carpet 
specialist. The leading mills provide 
this advisory service without obliga- 
tion, and store managers will find it 
well worth their while to take advan- 
tage of such service. 
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The News in Ready-to-Wear 


[CONTINUED FROM PAGE 15] 


Extremely high-cut daytime oxfords, 
then, and other models with high throat 
lines, continue to fit the costume pic- 
ture. Another reason for their logical 
continuance is the exaggerated line of 
hats—big berets and tricornes that 
seem to call for an exaggerated shoe 
silhouette. 

Belts are everywhere on everything. 
The use of many sturdy calfskin belts 
on tailored clothes suggests to shoe 
stores the selling of co-ordinated shoes 
and belts. Leather flowers are featured 
as dress trimmings—in patent leather 
and kid—another lead for the shoe 
store. that goes in for the selling of 
ensembled accessories. 

Suits, which have been predicted, are 
now established. So important are 
they that many department stores will 
include suits this year in their August 
coat sales, the opening gun of Fall 
selling. Note that important point. It 
means promoting tailored shoes early 
and enthusiastically. And, judging by 
the number of tailored types shown and 
sold at the Boston Shoe, many retailers 
are planning to do just exactly that! 





Planning a Fall Promotion 
[CONTINUED FROM PAGE 13] 





Again quoting, “The afternoon shoe | 


is of simple line treatment. The town- 
and-country models are a blend of 
half-tailored, half-spectator sports and 
active sports shoes are out-and-out 
‘straight’ classic sport shoes.” 

The cocktail shoes that might go 
into evening form sort of an in-be- 
tween group, between afternoon shoes 
and evening slippers. 

The theme “shoes for the occasion” 
suggests the ad-decoration and display 
motif for this promotion angle. 

Another angle combines COLORS 
and MATERIALS. 

This, the simplest promotion angle, 
suggests a simple Fall setting combin- 
ing tan, brown and orange, with shoes 
grouped by colors, or by materials, 
and cards directing attention to the 
smart Fall colors or materials in the 
various groups. They might be ar- 
ranged to accent the brown, black and 
blue groups (also green or other high 
style shades you sponsor). Or they 
might be grouped to accent materials. 

A background heading might read 
“Fall Shoe Opening, presenting the 
smartest colors for Fall in smart new 
models.” The same heading would ap- 
pear in the opening ads. 

Whichever angle of promotion you 
choose, DRAMATIZE STYLE in ads 
and windows. Properly done it will 
carry its own message of style so 
clearly that women will want the shoes 
making a direct invitation to “buy 
now” almost unnecessary. 





Douglas Leases Louisville Store 


LOUISVILLE, Ky.—The W. L. Douglas 
Shoe Company has leased for five 
years the store at 409 Fourth Avenue. 
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s gown TO THE Woop: 


AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


x hae 
a 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
mu this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Distinctive Shop in Pack- 
Wolin Dep't Store 





MicH.—Here’s a refined, 
distinctive leased shop in the Pack- 
Wolin Department Store on exclusive 


DETROIT, 


Washington Boulevard. The interior 
decoration is a restrained modern treat- 
ment with a striking use of striping on 
the wall trim and in the upholstery of 
the chairs. Carpeted from wall to wall 
there is an air of luxurious refinement 


about the shop, characteristic of the 
type of shoes sold. Mr. Brown, former- 
ly of SHOECRAFT is the owner and 
manager of the department having been 
in this same location for seven years. 
A high quality line of bench-made shoes, 
handled consistently since the inception 
of the shop, has built for it a remark- 
able fine business. 





Whats 
Selling 


Foot Comfort Section Success 


Lima, On10—Crawford Shoe Store 
reports that the exclusive foot comfort 
department installed in the rear of the 
store several months ago has been suc- 
cessful beyond expectations. 

They feature Arch Preserver shoes 
of the corrective types for men and 
women in this new department and 
provide private fitting booths for the 
convenience of their patrons. 

Dr. M. C. Altenburg, chiropodist, 
maintains his office in connection with 
this department and has had such good 
response that practically all of his 
work is now done on an appointment 
basis only. This is most remarkable 
considering the almost complete ab- 
sence of any type of advertising, other 
than word of mouth, from customers 
who originally came into the store with 
foot trouble. 





Reports Big Sales Increase 


Houston, Tex.—Shoe sales have 
been more than 60 per cent above the 
first six months of 1933, this year, at 
Leopold and Price Clothing Company, 
according to the statement of D. S. 
Price, president of the firm. 

Walkover shoes for men are handled 
exclusively by this company, it was 
said. 


Showing Fabric Shoes 


Houston, TeEx.—An advance show- 
ing of early fall footwear in fabrics is 
planned by Krupp and Tuffley, oldest 
shoe merchants in the city, for July 15, 
according to L. F. Tuffley, vice-presi- 
dent of the firm. 

These shoes for women, who are 
shoe style conscious, are expected to 
find a place in the wardrobe of the 
well dressed woman, especially those 
planning a later vacation trip, and 
will take the place, it is believed, of the 
suedes that have been shown earlier 
in the season heretofore, Mr. Tuffley 
declared. 

The variety of fabrics will have an 
appeal to every form of dress, and are 
to be shown in gabardine, ribbonette, 
and other fabrics, and will combine the 
latest styles with the last degree in 
comfort, because of their soft pliable 
nature and will be a welcome change 
from the all popular whites that have 
been almost the sole sellers for women 
during the Spring and Summer season. 
Better shoes have held sway, too, and 
this will continue to be the custom, it 
was said by Mr. Tuffley, who reported 
his best sellers around $10.50 to 
$12.50, especially among regular cus- 
tomers of the store. A_ business 
angler, as he classed it, has been ex- 
tensively advertised, a white kid, at 
$7.50, which has been an attractive 
window sign, as he laughingly ex- 
pressed it, but the better shoes have 
been the sellers and will be in the Fall 
shoes, he stated. 
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About People 


Named Merchandising Manager 


DaLLaAs, TeEx.—K. B. Wooley has 
been named new merchandising de- 
partmental manager of Graham- 
Brown Shoe Company, manufacturers 
and distributors of the Austin Arch 
Support Shoe. Mr. Wooley was for- 
merly in charge of the shoe depart- 
ment of a large department store in 
Dallas. 





Small Credit Loss 


CHEYENNE, Wyo.—After 25 years of 
promoting credit service, Wasserman’s 


Shoe Company sells 50 per cent of its 


volume in this way. The store gets a 
major share of the quality trade of 
the city; keeps its credit losses within 
2 per cent. Joseph Wasserman smiled 
when asked his principal credit prob- 
lems. 

“Well,” he said, “I’ve never learned 
how to turn down an application from 
a woman. I don’t have any difficulty 
rejecting the men whose rating doesn’t 
warrant credit. Another little problem 
I run into is the old customer whom I 
have shut off from further credit, but 
who comes in any pays cash, saying 
nothing about that $18 balance. What 
would you do in a case like that?” 

The Wasserman store finds the re- 
porting service of the local credit bu- 
reau invaluable. 





Early Fall Selections 


GLENDALE, CAL.—Conspicuous among |— 





early Fall showing at H. S. Webb and | 


Company’s department store, largest 
store in Glendale, will be suedes, both 
in black and brown with kid trim-tip, 
fox and front stay of the latter mate- 
rial, according to J. F. Kane, manager 
and buyer. The selections for fall will 
run to short vamps and rounder toes. 
Mr. Kane expects to sell a good many 
blue kids and is stocking blue in four 
different styles. He is not ignoring 
fabrics and expects a medium play on 
gabardines and related materials al- 
though no big rush in that direction. 
All-over patent leather pumps will be 
shown in some abundance, while an 
open shank T-strap in patent leather 
will be stressed. 

Mr. Kane reports his sales month- 
by-month to be running fully 25 per 
cent above those of 1933. 





Sells Out Stock 


BAKERSFIELD, CALIF.—The Redlick 
Mercantile Co. has retired from busi- 
ness and has sold out their stock of 
merchandise and fixtures. 





Store Closes 


Marion, IowA— The Family Shoe 
Store closed following a series of clos- 
ing out sales. The business was oper- 
ated by Schultz & Pyle. 
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le | Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost ... 


Recorder Stock Record Cards Supply a Perpetual Inventory 
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Helps you to “buy 
as you sell’ — to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 
sizes. 


Do Business More. Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


DEALERS, CHICAGO AREA: 200 So. State Street, Chicago, Ilinol 


( ) Please send me samples and prices of your Stock 
and Daily Sales Card Record. 


Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 
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\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Compjete Cotaleg 
R-7 on Request 


1239 Broadway 
New York City 
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JUSTIN RooTs TA 


A COMPLETE LINE OF STYLE 
STOCK AND MADE 


Riding, Cowboy and Lace Boots ) 
Write for Catalog X 
H. J. JUSTIN & SONS. Ine. 


.J 
PORT WORTH, TEX 
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Brown Kid Number Good 


GLENDALE, CAL.—Janis Modes, Glen- 
dale women’s shop featuring only the 
finest shoes for women, is having a 
good play on a brown kid with a fawn 
colored perforated vamp, this number 
proving the most popular in a 4-eyelet 
oxford pattern with medium height 
scuffless heels. The shoe is cool enough 
in appearance for August wear and 
yet warm enough in appearance for 
early Fall wear. 
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Department Store Sales in June, 1934 


WASHINGTON, D. C.— Preliminary 
figures on the value of department 
store sales show a decrease from May 
to June of somewhat more than the 
estimated seasonal amount. The Fed- 
eral Reserve Board’s index, which 
makes allowance for differences in the 
number of business days and for usual 
seasonal changes, was 73 in June on 
the basis of the 1923-1925 average as 
100, compared with 77 in each of the 
three preceding months. 


In comparison with a year ago, the 
value of sales for June according to 
preliminary figures was 9 per cent 
larger. Reported increases compared 
with last year are shown for all Fed- 
eral Reserve districts, the largest in- 
creases being in the Atlanta, Dallas 
and Richmond districts. The aggre- 
gate for the first six months of the 
year was 18 per cent larger than last 
year. 


PERCENTAGE INCREASE OR DECREASE FROM A YEAR AGO 


June* 
| EI ere eee +9 
Federal Reserve Districts: 

MEd tty kk ins, 7 
arr + 4 
POMMGEIDMIR .. 26550505. +13 
Cleveland ..... +18 
Richmond ........ +21 
IE oo re iN clot i +33 
Chicago .. +8 
St. Louis +10 
Minneapolis + 6 
menses Ciy ..........: +12 
Dallas a +23 
San Francisco ......... +1 


January 1 Numberof Number 
to reporting of 
June 30* stores cities 

+18 622 341 
+12 56 30 
+10 54 27 
+13 33 15 
+28 33 13 
+21 53 24 
+36 45 24 
+25 52 25 
+23 38 21 
+18 130 110 
+21 20 14 
+30 24 9 
+12 84 29 


*June figures preliminary ; in most cities the month had the same number of business 


days this year and last year. 





Whats 
Selling 


Blues for August 


Cotumsus, On10—That blues will 
hit strong in August as a sort of be- 
tween seasons trend before the regular 
Fall season starts to show its develop- 
ments is the belief of Allen Evans, 
buyer for women’s shoes at the More- 
house-Martens Co. In fact, judging 
from the number of blues which were 
sold early in July, blue should be a very 
popular color during the latter part of 
July and through August. Both pumps 
and ties are being sold. 

Mr. Evans in forecasting the Fall 
season believes that browns will be first 
with black second and blue third in 
point of popularity. The high cut shoes 
and perforations going but half-way 
through the leather will be popular, 
he believes. 


Strippings Popular 


New York, N. Y.—Barnet Bros. 
Leather Co. are having a very good call 
on their line of Alligators and “Ser- 
pentine” stripping from the shoe trade. 
Their stripping is shown in the sample 
lines of high-grade footwear by the 
leading manufacturers. This is chiefly 
used as an applique trim. 


Predicts Good Suede Season 


DETROIT, 
styles, as 
placed, William Brown, owner of the 
Pack-Wolin Shoe department, predicted 


that Detroit women will be attired | 
mostly in suede footwear this Fall. | 


Outstanding in these should be the 
monk type, and high cut side opening 
shoes. Aside from these, no novelty 
shoes in important valume are expected, 
with a renewed trend toward more con- 
servative lines than have been the 
fashion in the past season. 

Colors as well are expected to run to 
the stable lines—black, and the favorite 
black and brown combination chiefly. 

Despite the views of others, Brown 
is planning very little sale for cloth 
shoes. “Spring sales in cloth have 
been so heavy that we cannot continue 
to show the customer the same material 
for the next season. The heavy popu- 
larity has temporarily hurt future sales 
in this fabric. We are just having our 
clean-up sales on cloth shoes. How- 
ever, cloth may go good in the lower 
priced shoes only, for Fall.” 





Wimbush Goes to Columbus 


CoLumBus, OH1I0—A. C. Wimbush, 
who was with the Allen Shoe Stores 
in Ft. Worth and Cincinnati, has been 
named manager of the Columbus unit 
of the Allen chain, succeeding Norman 
Hamburg. 








Micu.—Talking on Fall | 
indicated by the orders | 
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D. Myers & Sons Incorporates 


BALTIMORE, Mp.—D. Myers & Sons, 
Inc., 19 South Hanover Street, promi- 
nent wholesale footwear concern of this 
city founded by the late David Myers, 
has been made a corporation to carry 
on that business. According to the 
charter the concern’s capitalization con- 
sists of 5000 shares of preferred stock, 
each with no par value, and 15,000 
shares of common, also of no par. The 
incorporators and members of the firm 
are Elken R. Myers, Elken C. Ries, 
Arthur B. Ries and Irvin B. Com- 
precht. 


What's New 


New Shoe Displayer 





AKRON, OHIO—A new device for dis- 
playing shoes in the interior of a shoe 
store has just been placed on the mar- 
ket by the Artmore Co. It was invented 
by a retail shoe man, Arthur C. 
Handler, and is the result of his prac- 
tical experience in the selling of shoes. 

The displayer is a metal clip 5 in. 
long which is attached to the shoe car- 
ton and from which a shoe is dis- 
played. It is the first improvement 
over the age-old method of hanging 
shoes from the boxes by the heels, with 
the attending results of finding half 
the display lying on the floor at the 
end of the day considerably scuffed. 

Regarding this patented displayer, 
Mr. Handler says: 

“By displaying shoes with this in- 
strument the first step has been taken 
toward making a real salesman of the 
extra clerk. He finds the shoe the cus- 
tomer wants instantly, without the 
usual attendant fumbling and groping, 
and, more important than that he does 
not abuse the customer’s good will and 
patience. “One of the main reasons for 
having bad days in the department is 
the fact that the customers you do get 
are not sold”—this quotation’ was of- 
fered me by a prominent St. Louis 
Department Manager. 

“To those stores that indulge heavily 
in sales promotion the Shoe Displayers 
are invaluable as a means of constant- 
ly presenting the short lines, and they 
also act as a perpetual stock control 
system, 

“Boiling the entire system down to 
few words, this new patented displayer 
sells more shoes.” 


Good Open Display 


HAYDEN, CoLo.—A simple display 
rack located along the side wall di- 
rectly behind the door has greatly 
increased shoe sales for the Wood Tog- 
gery. 

Manager H. H. Wood estimates that 
the display brings in an average of 10 
extra sales per week—a pretty good 
volume in itself for a town of only 600 
population. 

The rack consists merely of three 
narrow rails, about four feet long, 
built at a tilt in a rectangular frame 
mounted on the wall. A row of shoe 
boxes rests on each rail. On top of 
each box is a pair of shoes. The dis- 
play on top of boxes makes the shoes 
stand out conspicuously and at the 
same time impresses the idea that a 
good stock is carried. 

The box top display idea is also used 
once per month in a window devoted 
exclusively to shoes. 

“One of the most important things 
in developing shoe business in a town 
of this size is to let people know you 
have the stock,” says Wood. “A lot 
of people have the idea that they can’t 
get what they want locally, and are 
likely to send away without looking 
around. Our monthly windows always 
bring a lot of immediate sales, and are 
worth a whole lot more in showing our 
varied stock:” 


Bata Co. Buys Land 


BALTIMORE, Mp.—The Bata Shoe 
Company, Inc., which several months 
ago acquired about 800 acres of land on 
the Baltimore & Ohio Railroad at Bel- 
camp, Md., for the erection of a large 
plant and housing, has taken control of 
an additional 200 acres. There has been 
no announcement as to when construc- 
tion work will start. 


The 
Selling End 


To Cover Mid-West 


Jack Goebel, for many years sales 
representative for Richards & Brennan 
of Randolph, Mass., is now represent- 
ing the Brockton Boot & Shoe Com- 
pany. 

Jack is well known to the trade and 
will call on his friends in the territory 
of Illinois, Wisconsin, Minnesota, Iowa, 
Nebraska, Missouri, Indiana and Mich- 
igan. He will make his headquarters 
as he has for many years past in the 
city of Chicago. 


Chicago Jobbers Move 


CuHicaco, Int.—A. Gold Jobbing 
House has just taken over two floors 
in the Schiffs Bank Building. They 
handle all branded lines of shoes for 
men, women and children. A. Gold, 
manager takes care of all house busi- 
ness. 
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Blaisdell With Kreider 


J. J. Blaisdell, traveling shoe sales- 
man for the last 30 years and resident 
of Glendale, Cal., for many years, has 
been appointed traveling representa- 
tive for W. L. Kreider’s Sons, Inc., 
Palmyra, Pa., and will cover the three 
West Coast States and Arizona for his 
new employers calling on juvenile shoe 
stores and departments. He will main- 
tain his sample room between trips at 
the Lankinshim Hotel, Los Angeles. 


Predicts Heavy Suede Selling 


Los Angeles, Calif.—Black and brown suede 
is coming in strong as the Fall season moves 
up at all ten of the C, H. Baker stores in 
California, according to C. H. Baker, head 
of the firm. 


Baker stores are showing suedes in a large 
variety of patterns concentrating on black 
and brown for colors. Mr. Baker expects 
about 60% of his Fall sales to be made in 
suedes. 
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Gets Ideas From Recorder 


We read the RECORDER from cover to 
cover each week and get many good ideas 
from it. 

Heberling's Shoe Store, Warrensburg, Mo. 


Store 
Changes 


Heberling's Remodels 


WARRENSBURG, Mo.—The Heberling 
Shoe Co., which has been in continuous 
operation here since 1868 has just fin- 
ished remodeling their store. In a very 
fine four-page folder sent out to the 
trade is a clear picture of the interior 
of the store on the first page. Then 
comes a double spread illustrating a 
dozen of the current styles of shoes 
which interest all members of the 
family. The last page is devoted to 
a hosiery story. 








Volume Buyers 


Boston—Viewed in retrospect, the 
Boston Shoe Fair, which ended July 11, 
is seen to have broken at least two 
records. Not only were there much 
more than double the usual number of 
exhibitors—a fact already commented 
on in our issue of July 14—but there 
were in attendance also, an unprece- 
dentedly large number of volume 
buyers. These included wholesalers 
from as far West as the Rocky Moun- 
tains; buyers for established chain 
stores and mail order houses; and buy- 
ers for department store groups which 
have placed their purchasing of shoes 
on a cooperative basis. 

The consensus of opinion is that 
their presence at this time can be ex- 
plained by the fact that they scent 
higher prices. As explained by Francis 
B. Masterson, president of the National 
Association of Shoe Wholesalers, there 
are two factors to be considered, either 
or both of which may increase the 
price of shoes. The first is the sta- 
bilization of hide prices at a point 
somewhat higher than that prevailing 
today—a _ stabilization which can be 
accomplished by the cooperative action 
of the tanners despite the “menace” 
of so-called “drought hides;” and the 
other is the increase which could easily 
come as the result of a further arti- 
ficial devaluation of the American 
dollar. 

And, even though we should see a 
surplus of hides, Mr. Masterson rea- 
sons, they will in all probability be 
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at Boston Fair 


marketed in an orderly fashion. There 
will be nothing even remotely ap- 
proaching a runaway buyers’ market 
in either hides or leather. The ulti- 
mate effect on shoe prices of “drought 
hides” will be exactly zero. His first 
statement still stands—that he looks 
for an increase rather than a decrease. 

Viewing from another angle this 
presence in the Boston market of such 
a large number of volume buyers, Mr. 
Masterson thinks it may be also ac- 
counted for by the feeling on the part 
of the buyers that labor troubles are 
over in this section of the country, that 
a balance has been reached in the 
relationship between manufacturers 
and unions and that delivery specifica- 
tions can be and will be met promptly. 
“Because of the cooperative spirit now 
manifest between employer and em- 
ployee,” he says, “buyers came to this 
market with a feeling of security.” 

Returning for a minute to the Bos- 
ton show activities, generous mention 
should be made of the part played by 
the ladies’ hospitality committee 
headed by Miss Helen M. Haney. In 
common with the other hospitality 
events, this was confined to Monday, 
the first day of the show. Approxi- 
mately 40 women guests were taken 
for an auto ride which thoroughly 
covered the North Shore, and a feature 
of which was luncheon at Marblehead, 
Mass. Guests were returned to their 
hotels late in the afternoon after a 
most enjoyable day. 





Walk-Over Store Moves 


NEw ORLEANS, LA.—FEarly this Fall 
the Walk-Over shoe store interests will 
discontinue their establishment at their 
old location and will move into the 
Godchaux store in Canal Street with 
complete lines of men’s, women’s and 
children’s shoes, according to Paul 
Godchaux, vice-president of the Leon 
Godchaux Clothing Company. 


Smith Store Moves 


CANTON, OH10—Harry L. Smith, for 
33 years a retail shoe firm in Canton 
now occupies new and enlarged quar- 
ters at 410 Market Avenue N. 

Change of location has resulted in 
an increase in merchandising space by 
more than half, permitting stocking of 
a complete line of children’s footwear, 
as well as substantial increases in the 
already established lines. Extensive re- 
modeling has been done in the new loca- 
tion and some new fixtures and appoint- 
ments added. 

Miss Louise Smith, graduate of Duke 
University and a business school has 
joined her father in the management of 
the business. She will serve as secre- 
tary of the firm. Three clerks are in- 
cluded in the personnel. 


Edwards’ Shoe Departments 
Enlarged 

RocHEsTerR, N. Y.—E. W. Edwards 
& Son have just enlarged their upstairs 
shoe departments in the Rochester and 
Buffalo stores. Wm. Lloyd has been 
appointed department manager of the 
Buffalo store, succeeding R. Conley, 
who resigned. 





Moves Departments 


PROVIDENCE, R. I.—The regular shoe 
department and the Red Cross Shoe 
Department of the Callendar, McAus- 
lan & Troup Co., have been removed 
from the locations they have held for 
several years to one of more promi- 
nence and one of better lighting and 
better display possibilities. 

Formerly located at one end of the 
second floor, they are now on the same 
floor but moved nearer to the millinery 
and other women’s departments where 
their shoe displays will be seen by all 
shoppers in those sections. 

E. R. West, proprietor of the Red 
Cross department, tells that his sec- 
tion had expanded to such an. extent 
that more stock and working space was 
needed which is something their new 
location gives them. The regular shoe 
department is located adjoining the 
Red Cross section and will likewise 
share in the possibilities of the new 
location. 
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Informal... 


Inclusive ... Lively 





Los ANGELES, CAL.— When A. J. 
Fougerousse created this window for 
The Innes Shoe Company, Los Angeles, 
he had in mind three words, he says, 
“Informal, Inclusive, and Lively.” 

Straight lines or regular curves in 
the placing of both standards and shoes 
were abandoned and though balance 
was maintained orthodox design was 
forgotten. The shoes on the floor of the 
window were placed without thought 
of regularity and yet without making 
their placement seem careless or 
freakish. 

The dark walnut backgrounds were 
enlivened by panels in light tones, birds 
painted on them giving an added note 


of gayety. The white shoes were placed 
at the rear near the dark background 
for the most part with the thought of 
giving more life to the set-up. 

Practically every shoe made by the 
manufacturer represented was dis- 
played, in the corrective shoes as well 
as the style shoes going into the “in- 
clusive” picture. 

Mr. Fougerousse, who has charge of 
all windows for all Innes stores in 
southern California believes in building 
his displays high in order to get within 
the eye range. To him every window 
must have a distinct personality that 
can be described in one, two, or three 
words. 





Store 
Changes 


Clark Crall Buys Store 


Bucyrus, On1to—Clark Crall has 
purchased the Smith Shoe Store from 
Howard Hause and plans to increase 
the stock and carry medium-priced 
shoes for the family. Mr. Crall was 
formerly employed by the W. A. Riddle 
Co. and previously by a rubber con- 
cern. 





GLENDALE, CAL.—Nadine’s is closing 
out its women’s shoe department, ac- 
cording to S. Feldman, owner. Only 
the better qualities of shoes have been 
handled in this department. 


Obituary 


Mark G. Feder 


CINCINNATI—Mark G. Feder, 52, 
secretary and treasurer of the Feder- 
Gregg Shoe Manufacturing Company, 
Evans and Gest Streets, died July 7. 
Mr. Feder was a brother of Walter 
Feder, president of the company, who 
has been confined to his bed with ill- 
ness for several months. He was 
married only a short time ago and 
lived at 505 Forest Avenue, Avondale. 





Joseph D. Kase 


WHEELING, W. Va.—Joseph D. Kase, 
59, partner in the retail shoe company 
of Alexander & Co., died at his home 
July 10. 

Mr. Kase was born in Wheeling, May 
13, 1875, a son of the late Joseph and 
Amelia Committee Kase. He received 
his education in St. Alphonsus paro- 
chial school and later attended the 
Wheeling Business College. His entire 
life was spent in Wheeling. 

Mr. Kase was a life member of the 
Sacred Heart Church and was also a 
member of the Holy Name Society of 
that church and the Purgaterian So- 
ciety of St. Alphonsus parish. Fra- 
ternally, Mr. Kase was a member of 
Carroll Assembly, Fourth Degree, 
Knights of Columbus. 

Entering the employ of the Alex- 
ander company as a package boy 45 
years ago, Mr. Kase, through his 
ability advanced to several higher po- 
sitions with the concern. He had been 
a member of the firm a number of 
years. 

His survivors include one brother, 
Conrad A. Kase, of Wheeling; four 
sisters, Misses Teresa A. and Magda- 
lena M. Kase, at home, Mrs. Harry P. 
Vogler and Mrs. Edward J. Kelly of 
Wheeling, and three nieces and eight 
nephews. One sister, Miss Louisa Kase, 
and a brother, Lawrence J. Kase, died 
in April, 1938. Mr. Kase never mar- 
ried. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Send for In-Stock 
Catalog 





MRS. wave jena BABY 


Leeust St. Danvers, Mass. 
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Dancing Shoes and Taps 


hh 


TAP SLIPPERS 





with Taps 
One strap 1.60 
Black Kid < Ribbon tie 
1 
One strap 1. 
Patent | Ribbon tie 
Leather 1.75 


BROOKS SHOE MFG. CO. 
Swanson & Ritner Sts. 
Philadelphia 
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Hosiery Protectors 
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When. you see the name 


TIFFANY ez; 
on ioe jeeety a 
WALK-EZE LZ LF] j 
on Stecking Pretemare lai aff 
it means QUALI 


o WALK- penn are 


S4VE Swe AR 
of patented Kemi- \f 
Su ede-—the non-injurious r\ 4 
material that is durable \ My Ma 
—washable—hygionic and @ |\e yy i 
sweatpreef. 


Sizes for Women, Protected by 
Men and Children Patent Numbers 


Order from your jobber or CAN. 281021 
WALR-EZE Sales OfficesStamped A, aie pair. 


Exeeutive Office: Syracuse, N. Y. 
Ew YORK: tat Sreatesy 
CHICAGO: 114 Austin 

CANADA® 729 St. AF. st. 











Montreal 








Brief services were conducted in the 
late residence on Friday morning at 
8.30 o’clock. Solemn Requiem High 
Mass was solemnized at the Sacred 
Heart Church and interment followed 
in Mount Calvary Cemetery. 





New Shoe Store 


NEw ORLEANS, LA.—The building at 
the corner of Canal and North Ram- 
part Streets has been leased by M. 
Burnstein, to be used as a women’s and 
children’s shoe store. 








ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


To Display Your Shoes 


effectively—you must merchandise 


Your Display 


VVVVVVVVVVVVVVVVVVVVVY 








RECORDER SHOW CARDS and COLORFUL PRICE ges 
TICKETS DO THIS IN A SOUND, 
CONSTRUCTIVE WAY. 


Samples sent on request 
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—AND WHAT FITS 
S0¢ j 
INTO THE 


SUMMEA PICTURE 





Pale green board; design in 
dark green and bright yellow. 


Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 

1 card—Children’s Shoes 





1 card—Hosiery 
6 cards—On_ Store 


Fitting, Quality, Etc. 
Single Cards: 
Without Text: 35¢ each 





July price 


scribers at 
listed below. 








60¢ each 


same coloring as 
above show card. 


To non-show card sub- 


Size 114” x 23%” 



















Service, 


ticket — 


prices 
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37% ka 
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“F’: Three shades “I”: Pale green 








“E”: Lavender «7», Qrange and “O": Rose design 








y Y 
Rare 











WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: % gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 











ef lavender. design on buff. and blue on white green design on on light tan. Sssaeaae 
board. corn-color board. 
Size 144” x 2%” 
Noa. 
Attractive Hand Lettered Price Tickets a 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK til onnans 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 Price... 










































«“ KO 














When writing advertisers please mention Boot and Shoe Recorder 
























by 
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DO YOU WANT 
SIX TIMES MORE PEOPLE 
TO STOP AT YOUR WINDOW ? 


IF INTERESTED, WE WILL TELL YOU HOW: 








ORE SHOES! 


Select the Service You Wish— 


ping center. 


cards, supplied free. 





HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 




















These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 
tures. 

























Merchants Service Dept. 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Il. 


Annual Display Card Service 
Includes 


EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may 


exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


Saute 


Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards ... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 


Please enter our order for the Recorder “Selling 
Message,” beginning with July, for card service 
INQNe 6 scs0ees > for one year, consisting of......... card 
holders (with the first month’s service), ........ cards 
CT ee blank tickets each month—OR—......... 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... 
per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


SOE ere ere Gavices ies ck: , Poe Pee 
SEAR NGIROR soe. foccs dolce dedentaddcussdcdwadadeeas 
) OCCT ETE OTEPEP ECE TERT T CT TOL CTE OTOL TET CTE 
EEE CET E CET TET TCC TIT CCT CRT TCT EEC 
CU oviics = detivedecaccccuds MNGi es ctddicwicceeces 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 























SALESMEN WANTED 


POSITION WANTED 


FOR SALE 





SHOE salesmen to handle a line of new spe- 
cialty suede shoe brush as side line, excellent 
and fast selling fall item, carry samples in 
your pocket; commission basis; state references 
and territory in first letter. Address D-780, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





SALESMEN WANTED—For Michigan, Colo- 

rado, Southern Indiana, Kansas, Kentucky, 
Louisiana, Texas, Minnesota, North and South 

Dakota. General line. Popular priced shoes. 

Straight commission. Address D-793, care Boot 

J ae . aoe 239 West 39th Street, New 
or’ 





SLIPPER SALESMEN—Well established line 
House Slippers open for Midwest (Chicago 
man); Southwest; and Southeast. Want men 
living in territory, with following among large 
stores and chains. Excellent opportunity. Ad- 
dress D-802, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





WANTED: Experienced salesman to sell on 
commission line of women’s style arch shoes, 
Compo and Welt construction; retailing at $4.00 
and $5.00. 125 patterns carried in stock. Give 
references. Territories open: Colorado, Okla- 
homa, Kansas. Arkansas, Mississippi, Tennessee, 
Alabama, Louisiana. THE TILL SHOE CO 
PANY, Owego, New York. 





ANTED: Salesman for state of New York, 

Albany to Buffalo inclusive. Commission 
basis. J. Weiss yo Inc., 137 Duane 
Street, New York, 








FOR RENT 





OR rent: Shoe dept. doing splendid business 
in best woman’s wear store in Ill. city_of 
85,000. Address D-800, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 








WANTED TO LEASE 


EPARTMENT STORE LEASES 

WANTED. Manufacturer of fine women’s 
shoe retailing from $6.00 to $8.00 desires con- 
cessions in exclusive women’s shops and depart- 
ment stores. Address D-801, care Boot & Shoe 
Recorder, 56th and Chestnut St., Philadelphia, 
Pa. 





POSITION WANTED—Retail shoe salesman, 
manager or assistant, desires position in shoe 
or department store. A@e, 32; 12 years’ success- 
ful experience in every department of the busi- 
ness; excellent character and pleasing person- 
ality; a progressive, capable shoeman, thoroughly 
trained on all modern retailing methods. A-1 
references. Now employed but desires better 

sition. Address D-790, care Boot & Shoe 

eal 239 West 39th Street, New York, 


SHOE STORE in Metropolitan New Jersey. 
Figures prove making overhead. Reason for 
selling—illness. Address D-804, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








WANTED TO PURCHASE 








oo Manager, 5 Years’ Experience Shoe 
Industry, will locate anywhere. A-1 Ref- 
erences. Address C. H. Rogler, 2344 No. 59th 
Street, Milwaukee, Wisconsin. 








MANUFACTURERS SUPPLIES 








RABBIT SKINS 


White and Colors 
For Slipper Manufacturers. 
Stock on hand for immediate delivery. 
Prices and samples on request. 


NATIONAL FUR DYEING CO. 
820 E. 16th St., Los Angeles, Calif. 

















LINE WANTED 


INE Wanted: Medium high grade shoe store, 

100% location town 50,000 Northern III. 
Will re-open its basement dept. with Ladies 
Novelty shoes. Will consider leasing or con- 
signment proposition. Address D-805, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











SHOE BUYER WANTED 








LIVE WIRE SHOE BUYER 


For Popular Price department store in 
Central Pennsylvania. Must state 
salary expected and details of full 
experience in first letter. 


Address D-803, 


Care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 











POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
Preserver, Queen Quality, Bos- 


IRVIN RUBIN 
“The House of Jobs” 


88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks ef shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Werth 2-5377 and 5378 











V. M. Curtis In L. A, 


Los ANGELES, CAL.—V. M. Curtis, 
formerly of the Boston Store, Mil- 
waukee, is the new buyer at the Broad- 
way. Curtis buys shoes for all three 
of the departments—ladies’, men’s and 
boys’. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
EY Advertisements for this page must be in our New York office on Friday of the week preceding publication. 4 


7 cents per word. Minimum charge 








When writing advertisers please mention Boot and Shoe Recorder 
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BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











HOTELS 





uv St. Louts tts 
Hotel 


81H & ST. CHARLES 


91H © WASHINGTON 
4 50 andup 








Segregates Shoe Stock 


OGpEN, UTAH—By segregating each 
department, the L. R. Samuels Shoe 
Store is able to carry one of the most 
diversified stocks in the city with no 
interference one with another. I. Mil- 
ler’s, “Walk-Overs,” Peacock, and many 
other prominently advertised shoes are 
handled, as well as shoes of less ex- 
pensive make, which are carried in 
an upstairs section. 

Men’s and children’s departments 
are at the back of the store, and op- 
posite each other, where they do not 
interfere with the women’s section at 
the front. 

According to the store’s sales force, 
this strict segregation works for 
greater concentration of the shoes the 
customer is the most interested in and 
works for greater sales results. 


Code Violations Charged 


WASHINGTON, D. C.—The Federal 
Trade Commission said this week that 
it had issued a complaint, in connec- 
tion with alleged code violations, 
against Ramsey’s, “They Cannot Rip,” 
Inc., Trooper Shoe Co., Inc., The Bronx 
Shoe Co., Inc., Edward J. Ramsey, in- 
dividually and as secretary-treasurer, 
and Edward P. Ramsey and Louise 
Ramsey, individually and as president 
and director respectively of the corpo- 
rations named. 

The allegation is that the respondents 
violated Article VIII, Section 3, of the 
boot and shoe code, prohibiting dis- 
counts to department stores, retailers, 
wholesalers and others in the trade in 
excess of 5 per cent, such discount to 
be allowed for payment of bills within 
30 days from delivery date specified on 
the order or date of shipment if later. 

The complaint alleged that, in spite 
of the provisions of the code, shoes 
have been sold at discounts of from 6 
to 23 per cent of agreed sales prices 
and payments received by the respon- 
dents based upon the unlawful rates 
of discount alleged, this practice hav- 
ing been carried on “at all times since 
the adoption and approval of said code 
of fair competition.” 





To Feature-Fabric Shoes 


OMAHA, NesB.—A study of the sea- 
son through which a merchant is pass- 
ing is necessary to ascertain the de- 
sires of the public for the next season, 
according to M. W. Stephen, manager 
of the shoe store of the Nebraska 
Clothing Company. 

Weather, temperature, length of 
present season and possibilities in the 
weather in the early part of the com- 
ing season should all be figured in, 
according to the theories of this man- 
ager. 

Using this basis of determining the 
public’s wants, Mr. Stephen is plan- 
ning to feature fabric shoes in his 
early Fall sales. Unseasonable hot 
weather came to the middle-West the 
first part of May, this year. People 
rushed for white shoes and thus pushed 
the white season up several weeks. 
Following in line clearance sales on 
these shoes have been pushed up at 
least two weeks and the white shoes 
purchased early are beginning to show 
wear. 

Crops are several weeks early so 
the people in this section will have 
Fall money earlier and will start to 
do their buying. 


July Sale Profitable 


Kansas City, Mo.—Sensible people 
appreciate high grade service and qual- 
ity merchandise more than price,” re- 
marked William Brown of the Arnold 
Glove Grip Boot Shop. “We started 
our sale immediately after the Fourth 
of July, and it has shown an increase 
of 40 per cent over the same number 
of days last year, and we did not offer 
goods at give-away prices, either.” 





5! 


Phila. Retailers Organize 


PHILADELPHIA, Pa.—A large enthu- 
siastic group of local shoe merchants 
met and organized the association 
known as the Independent Shoe Retail- 
ers Alliance of Philadelphia. Their 
headquarters and offices are given as 
1812-18 North American Building. 

The association, being the only one 
of its kind in Philadelphia, will en- 
deavor to include all independent shoe 
dealers in its membership. As set up 
in the preamble of the constitution, it 
will endeavor to “foster, protect and 
promote the interests, welfare and the 
future security of the Independent 
Shoe Retailers.” 

The following officers were elected: 
President, Irving S. Felman; first vice- 
president, Louis Gordon; second vice- 
president, Mrs. Sally Grieneisen; 
recording secretary, Morton Wolf; 
financial secretary, Maxwell Sampson; 
treasurer, David Sherman; solicitor, J. 
J. Katz. 

The above officers will be supported 
by an active “Board of Directors,” con- 
sisting of 10 prominent shoe mer- 
chants of the city. 





Ault-Shackford Expands 


AUBURN, Me.—John Merry, superin- 
tendent of Ault-Shackford Shoe Com- 
pany, reports that they are making 
more Air-Tred shoes than ever before, 
in the five years that they have been 
producing this type of footwear. More- 
over they are preparing for 50 per 
cent additional capacity, and machin- 
ery for this increased production is 
now being delivered to the plant.. He 
attributes this increase to improve- 
ments in shoemaking and the broaden- 
ing of the line to include shoes from 
$5 to $6.50 retailers. 


Marott Entertains Employees 


INDIANAPOLIS, IND.—The Marott Em- 
ployees Mutual Benefit Association 
were entertained the night of June 28 
at Broad Ripple Park by George J. 
Marott, with a chicken dinner. Ruth 
Divine was in charge of the ceremonies, 
and Mr. Marott was the principal 
speaker. Members had the privilege 
of inviting their friends and families 
and about 300 were present. Dancing, 
swimming and other entertainment was 
provided. 


Schiff Sales Gain 


CoLumBus, OH10—Sales of the Schiff 
Co., a chain of 219 retail shoe stores, 
for the first half of the year were 
$5,450,498, compared with $4,306,661 
for the same period last year, a gain 
of 26.55 per cent. Sales for the five 
weeks’ period ending June 30 were 
$1,274,262, compared with $1,131,681 
for the corresponding period in 1933, 
a gain of 12.6 per cent. 
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Next Week 


ATS weeks ago the papers ptb- 
lished an extraordinary financial 
statement, covering the business 
done by Endicott-Johnson Corpora- 
tion in the first six months of this 
year. Behind the cold figures of that 
statement lies a human interest story 
of absorbing interest, and one that 
has a deep significance in*these days 
when existing relations between em- 
ployer and employee are being put 
to their severest test. Next week's 
issue reviews the interesting experi- 
ment in industrial organization 
worked out under the leadership of 
George F. Johnson in the light of 
the developments of the past two 
years. 

What kind of shoe stores attract 
men most? A nationally known shoe 
concern asked itself this question— 
and found the answer. You may 
profit by their experience, as told in 
another feature article of next week's 
RECORDER. 


Published by BOOT anp SHOE 
RECORDER PUBLISHING CO. 


239 West 39rH STREET, NEw York City 
EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, Vice-President 
and Treosurer 
Vice-Presidents 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
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The subscription price of the Boot & SHom RecoRDER 
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KALI-STEN-IKS 


Uuere Orford 
for Proftccianal and Street Wear 








Merchants everywhere are finding a growing demand for a 
professional shoe that shall give the wearer a definite service, 
both in wear and style. 
No finer example of “Kali-Sten-Iks” fine shoemaking—with 
We a number of exclusive features for assuring comfort for feet 
that must be willing, tireless servants—can be found than 
1780 , the shoe illustrated. It is styled exclusively by Gilbert 
In Stock—White Elk Nurse Oxford designers. 
= ne a . “4 saliiiiialiaaias Merchants who want quality at a popular price find the 
3% to 9 AAA, AA, A, B & C $3.70. selling of this oxford a real pleasure when they point out 
ae : baggy rer these selling features: accurate fitting, 3-point suspension, 
ES aaa ny aa a Metatarsal Arch, smooth inside seamless quarter, patented 
seamless bulb shaped heels. 


Kalists Ny You insure customer satisfaction with every pair you sell, 
— because we build every pair to uphold your reputation! 
Catalog on request 


wero es ao 


KALL-STEN-IKS tmcosmucewicon 


@ LOS ANGELES HAYWARD HOTEL 


New York, N. Y. Entered as couond ge matter, Sept. 10, 1925, 
$3.00 per year. Printed in U, 





NEW YORK 541 MARBRIDGE BUILDING 


Vol. 105. No. 21. Published every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St. 
: at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price 
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Footwear ( 
for profit and progress 


The shoe world looks constantly to Tupper 
for new ideas .. . new departures . . . and 
is never disappointed. The latest is a 
presentation of a line of beautiful Evening 
and Pyjama Sandals that is causing a sensa- 
tion wherever it is shown. 


Tupper Sandals feature distinctive and 
authentic innovations in color and design 
interpreted with the Tupper craftsmanship 
ee — Quality an integral part of every 
Sandal. 


Tupper Sandals are made with a steadfast 
adherence to the policy and standard so 
familiar to the Quality market . . . a policy 
that safeguards store profit and progress! 














RAMONA 
Satin or faille crepe 
with silver kid trim— 
kid lining — jewelled 
buckle, 20/8 or 18/8 
heel. AA and 

widths. Price. ..$3.75 
Same with gold kid 
trim $4.00 


Gertrude E, a new Tupper pat- 
tern not itiustrated in this ad- 
vertisement, has been priced to 
retail at $5.00. This pattern 
should prove to be very interest- 
tng to stores destrous of promot- 
ing a Five Dollar retailer. 


Complete catalog of the Tupper 
Line includin fiustration and 


description of Gertrude E will 
be gladly sent upon request. 


TUPPER SLIPPER CORP. 


25 LAFAYETTE ST. BROOKLYN, N.Y. 


1934 0 
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for 
MORNING 


or 
AFTERNOON 


This popular type 
of shoe construction 
is found in a wide 


range of smart styles 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Miller picks a “WINNER” 


in 


Fall 
Leathers 


"Registered U.S. Patent Office 


A 


genuine 


ep; go e” 


6¢ JPDIGGIE ROYALE” genuine Piggies have been deliberately created as a 
de-luxe proposition. 

I. Miller & Sons and many other high grade manufacturers have already put 

them into their lines. Here’s why: 

First, because “Piggie Royale” is a genuine leather of incomparable quality—not an 

imitation. 

Second, because the raw Piggies are the finest we have ever imported—the pick of the 

European supply. 

Third, because in our new soft and mellow tannage we have produced a pigskin of rare 

and exquisite beauty. They possess a new depth of color and a most beautiful dull satin 

matte finish. 

Send for a swatch of “Piggie Royale”—see for yourself the beautiful char- 

acter and mellow feel of this new triumph in leather manufacture. 





SAMUEL SHAPIRO : FRANKFORT & WILLIAM STS., NEW YORK CITY 





TANNERIES . .. SALEM, MASS. 
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wooD LEATHER 


Cross-section of Vogue Heel after nailing. 
No cement is needed. Note tight edge 
and flat tread, assured by wood core. 
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T takes new ideas to capture the pub- 
lic's attention and buying, today — 





and here’s the finest new idea in heels you've seen 






| in years. Someone in your city is going to be the 
| first to offer shoes equipped with this better type of 
heel. Why shouldn't you have this sales advantage? 
This new heel is VOGUE, made by Goodrich. Vogue 
is well named because it will be the vogue the 
minute you let people know about the new comfort, 











the new value this heel gives them. 







Vogue is made with a wood base instead of old- 
fashioned, quickly-worn metal washers. Between 
this wood and the wearing edge there is more rub- 








ber than between the metal washers and wearing 










edge of any washer heel. That means more wear, 







Makes any shoe look better because of tight heel 


more springy rubber for comfort. ‘nih 









Helps preserve shape and appearance of shoe by 
















Heels have always been too much alike. Now you 


preventing wrenching. 
can have a heel that makes a genuine talking point. 


Wears longer because of more usable rubber. 
Is 25% lighter, 100% better looking. 
Assures firm. flat tread and greater foot comfort. 


Your sales people will welcome it — and your cus- 
tomers will welcome this new improvement in foot 
comfort 





Firm wood core makes any shoe a semi arch 








supporter. 





Any shoe can afford Vogue Heels and any shoe will 
sell more easily, deliver more satisfaction, because 








More effective wear. 





Adds novelty, value, comfort—to help you sell 





more shoes and keep user sold. 


of the smarter appearance, the greater comfort, the 
longer life Vogue Heels give it. 








Ask for Vogue on the next shoes you buy. 


The B. F. Goodrich Rubber Company, Heel and Sole 
Sales Division, Akron, Ohio. 







Laminated, beveled 
. wood core of the 
Vogue Heel 


Rubber Heel 
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POTTER SHOE CO., Cincinnati 


"Se eeRERG 
es 


SQUARE FOOT 


@ EVERY SQUARE FOOT of floor space in your store 
represents an investment on which you should 
receive a return if your business is to prosper. 
It must be heated, lighted, carry its share of rent or 
taxes — in short, it is an expense that acts as a drag 
on your profits if it isn’t producing its share of sales 
volume. Waste space has no place in today’s eco- 


nomic scheme. 


Grand Rapids planned stores have a minimum of 
these “dead areas.” A store planned and equipped 
by this organization is a store where every foot of 


floor space is put to profitable use. “Planning Stores 
for More Profit” has been our business for a third of 
a century. The experience thus gained means bene- 
fits to our customers, the value of which cannot be 


overestimated. 


Let us, without obligating you in any way, suggest 
some improvements in your store layout and show 
you why they would mean increased profits to you. 
Often very simple and inexpensive changes will work 
wonders in increasing the efficiency of your sales 


machinery. 


\ 


» » » A line to us will bring prompt resoonse « « « 


y GRAND RAPIDS STORE | : 
* EQUIPMENT COMPANY * 


and Factories: 
Michigan 


Main Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities City 





MAIL THIS COUPON TODAY 





Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 


Please send us further information on yout 
Store Planning Service and Equipment. 


Name Address__._=~~—~_—— 











State _ 
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